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Left to right: 817 Right-Arm Chair; 815 Armless Center Section: 818 Corner 
Table; 816 Left-Arm Chair; 819 Club Table; 825-W Club Chair; 820 End Table. 


Make Your Reception Room 
Friendly, Attractive, Impressive . . . with 


Sectional 





You create an immediate air of 
prestige and distinction when your 
reception room is furnished with 
Royal’s wonderfully flexible 815 Sec- 
tional Seating Group. 


ei \ 
\ \ \\ Modern square-tube Satin-Chrome 
frames contrast dramatically with 


rich walnut arm-rests... and, you 
“wide-end sec- 
" wide overall. 








Seating Series 





can choose from a brilliant array of 
wipe-clean upholstery materials in 
striking patterns and colors. 


All units... sectional pieces, ta- 
bles, arm chairs... are tastefully 
matched for unified decorative 
motifs in rooms of any size, any 
shape! 


: Royal Metal Manufacturing Co. 
. One Park Ave., New York 16, N. Y. Dept. 4-E 
ROYAL... FOR VALUE, INDIVIDUALITY, PRESTIGE : 


(For more information, see last page) 
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‘“Here’s what PS’ teamwork 
accomplished for us at Carrier Corp.” 


‘“TECHNICAL assistance of the high order provided by Stand- 
ard Register has for several years been an important part of 
our success in streamlining business operations by simplifying 
paperwork. Most recently, Standard’s representatives helped 
us materialize our ideas in a highly advantageous data proc- 
essing system for service parts order handling and inventory 
control. Their ready understanding of system problems and 
wide knowledge of the techniques for efficient record-produc- 
tion earn them a place on the ‘PS Team.’”’ 

Do you have a paperwork problem? Skillfully designed 
forms, applied to appropriate machine equipment to speed 
the processing of serviceable records, can be the key factor 
in its practical solution. 

This is Standard Register’s specialty—the application of 
paperwork-simplifying forms and mechanisms to dovetail with 
customers’ objectives. It involves close Teamwork. The tested 
ideas and technical know-how accumulated from broad ex- 
perience serving America’s businesses are available on your 
Team when the Standard Representative is a member. 


THE STANDARD REGISTER COMPANY, DAYTON 1, OHIO 
PACIFIC DIVISION, OAKLAND 6, CALIFORNIA 
Sales and Service Offices in Principal Cities 
Plants at Dayton; Oakland and Glendale, Calif.; York, Pa.; and Fayetteville, Ark. 
ASSOCIATES: R. L. Crain Limited, Ottawa, Ontario, Canada « W. H. Smith & Son 


(Alacra) Ltd., London, England e Gemah Formas Continuas, Caracas, Venezuela 
Impresora Ariel, S. A., Havana, Cuba e Sten Dahlander, Stockholm, Sweden. 
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says THOMAS F.. LONERGAN, DIREcTOR, OFFICE METHODS AND PROCEDURES, CARRIER CorRP., SYRACUSE, NEw YORK. 


VALUABLE DATA FREE 


Read the complete details 
of the. newest and most 
interesting paperwork sys- 
tems currently being in- 
stalled by United States 
business. Ask to receive 
your own copies of Stand- 
ard’s authoritative publi- 
cations on Paperwork Sim- 
plification science. Write 
today. 


Standard Register 


@ PAPERWORK SIMPLIFICATION 


Business Forms 



















Memphis was a soft-spot in the sales of this manufac- 
turer’s underarm deodorants. Yet Memphis is a better 
year-round deodorant market than Cleveland. So what 
was more logical, thought the general sales-manager, 
than transferring Dick Starkler, with his fabulous Cleve- 
land record, to Memphis—? 


Dick wasn’t eager. It meant a shift for his whole family. 
It meant selling his home. Finding a new one. Disloca- 
tions for the kids, too — switching from one school to 
another in mid-term. 


Dick moved. Not eagerly ... but he moved. And right 
there the disappointments began. Dick’s record in the 
Memphis territory, was far below his stellar Cleveland 
performance. Far below his quota. Far below the poten- 
tial of the market. It was almost as if he were another 
man... 


The truth is—Dick was another man. He was having 





LONG-DISTANCE MOVING & STORAGE 





He could sell by the 


carload in Cleveland— 


in Memphis 
his magic 
\ missed! 
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difficulties in merging his family into the new commu- 
nity, in spite of the noted hospitality and progressiveness 
of Memphis. And he wasn’t getting much help from 
his company. He was disappointed, disturbed, upset... 
and those things don’t contribute to energetic, imagina- 
tive selling! 


New Light on Transferring Business Brains 


Greyvan—as a leader in the business of moving house- 
holds effects for transplanted company personnel—has 
made the country’s first Continuing Study of a real and 
vital problem: the Human side of personnel-moving. 


THROUGH independent research organizations, and 

through the generous cooperation of leading businesses 

most experienced in moving their employees, we've 

found many answers to problems of loss of personnel in 

re-locating. Our initial findings are yours for the asking 
..and further data will be forthcoming soon. 


Sams AR LINES 


—7 “ 
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THE GREYHOUND MOVERS 


General Office: 57 West Grand Avenue, Chicago 10 


(For more information, see last page) 
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You really have to see what 
Du Mont Industrial Television can 
do for you to believe it. This 
equipment is packaged, proved, 
ready-to-operate business equip- 
ment that can save you time, 
money and at the same time in- 
crease your operating efficien- 
cies. Don’t waste time — start 
benefiting from this newest busi- 
ness tool right away. Ask for a 
demonstration and see for 
yourself... 





Control equipment for all 
systems—simple or most 
complex. 


eK 


“CLosep circ” 


oU MON 


Remote camera control 
for side-to-side or up and 
down viewing. 





Unretouched photo of DuMont IT in bank installation, show- 
ing statement reproduced on picture screen. At left, actual 
size of figures on 8” screen. 








Two complete camera Picture monitors in many 
systems offer the right sizes up to 27” screen 
one for your needs. size. 
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Industrial Television Division, 
Allen B. Du Mont Laboratories, Inc., 
Clifton, N. J. 


[_] Arrange a demonstration [—] Send complete details 
at my convenience 
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THE HOUSTON cCORPORATIO 





Where work and play are combined—profitably! Join these major business 
firms who have located in this area. Qualified workers, excellent schools, 
recreational and cultural activities, fine transportation, well-balanced 
industrial and commercial growth, outstanding community spirit and pro- 
gressiveness . . . and ideal area in which to locate. Write on your letter- 
head today for informative literature. 


Note: Persons seeking positions with St. Petersburg industries, please write 
Florida State Employment Service, 1004 First Avenue North. 





Ae ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director Dept. MM St. Petersburg, Florida 
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Pioneer in teleprinted 
communications equipment 





Today's courier sits at a Kleinschmidt keyboard 


The lightweight portable Kleinschmidt teletypewriter is a one-man communication center, 
transmitting and receiving printed communications at any location, under any conditions. 


The mobility of our modern Army demands the receipt 
of vital information instantly and accurately. There can 
be no delays, no uncertainty. Kleinschmidt teletype- 
writers and related equipment, developed in coopera- 
tion with the U.S. Army Signal Corps, speed tele- 
printed communications between outpost and com- 
mand control, provide both sender and recipient with 





an identical original simultaneously. Looking ahead... 
planning ahead ... setting the pace for almost 60 years 
has made the Kleinschmidt name synonymous with 
development and progress in the teleprinted communi- 
cations field. Now the engineering skill and research 
facilities of Kleinschmidt Laboratories, Inc., are joined 
with those of Smith-Corona Inc, forecasting boundless 
new achievements in electronic communications for 
business and industry. 


KLEINSCHMIDT LABORATORIES, INC. 


A subsidiary of Smith-Corona Inc « Deerfield, Illinois 


(For more information, see last page) 
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SHE’S NEVER SAT IN A CHAIR LIKE THIS BEFORE. Sitting 
up at her desk, she’s supported in proper working 
position. The back rest takes over from muscles 
the physical labor of maintaining balance...and 
chairs do not get tired. 


When she leans back, the chair obliges. Through 
every inch of the Art Metal Comfort Angle the 
back sustains her weight. At the same time, the 
seat tilts, and again there’s a difference. ..this seat 
tilts from the front so that its user’s feet remain 
firmly on the floor. There is no suspended weight 


Clerical Posture Chair 
Model 707 B 
combines style, 
comfort. 





“Correct Sitting Posture’’—its Importance to Health, Appearance, 
Work Production, Office Efficiency, will be sent free on request 


Executive Model 725 
with extra 
full-moided seat. 








to cause uncomfortable pressure behind the knees. 

Art Metal makes the only aluminum office chairs 
in the world with this comfort angle, provided by 
the ‘‘Live-Action’”’ Back and “Tilt-Action”’ Seat. 
They give relief from physical strain and contribute 
to better and more accurate work. 

There’s a style for everyone in the office—sturdily 
built—handsomely upholstered. See them at your 
local representative’s now. He’s listed in the Yellow 
Pages—or write Art Metal Construction Company, 
Jamestown 4, New York. 





making offices better for business since 1888. 


National sales and services through branches and dealers in more than 800 cities. 


(For more information, see last page) 
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A NATIONAL SYSTEM has greatly simplified the accounting procedure of 


os. 





A. C. KALMBACH, President of 
the Kalmbach Publishing Co. 






“Our Calional System 
saves us *1]1 400 a year... 


pays for itself every 9 months!”’—kaimbach Publishing Co. 


“Our National System makes it 
easier for us to analyze sales because 
it supplies us with detailed business 
information in concise form,” writes 
A. C. Kalmbach, President of the 
Kalmbach Publishing Co. “This is 
just one of the many ways in which 
our Nationals have increased the 
efficiency and economy of our oper- 
ation. 

“Our National Bookkeeping Sys- 
tem completes all our accounting 
work with speed and efficiency. It 


eliminates costly overtime work, and 
at the same time, makes it possible for 
us to complete end-of-month state- 
ments on time. In all, our National 
System reduces our work load by 
approximately 630 hours per month. 

“Our National System saves us at 
least $11,400 a year, pays for itself 
every 9 months!” 


CHO LL 


President of the Kalmbach Publishing Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


(For more information, see last page) 


the Kalmbach Publishing Co. 





FOUR OF THE many interesting books published by the 
Kalmbach Publishing Co. 





Milwaukee, Wisc. 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular yearly 
profit. For complete information, call 
your nearby National representative to- 
day. He’s listed in the yellow 
pages of your phone book. 





“TRADE MARK REG. U.S. PAT. OFF. 





ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
NCR PAPER (No Carson Required) 
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It’s the 
SECOND telephone 
that marks the 
efficient 
executive! 


OX is the regular rented (outside) 

telephone for calls to and from 

customers and suppliers. 

The other is P-A-X—a private dial telephone 

system for calls within your organization. 

It provides complete separation of “‘outside” 

and “‘inside”’ calls. 

P-A-X steps up operating efficiency and slashes 

costs because it: 

e gives you “inside” service 24 hours a day—without 

an operator 

e reduces the amount of rented equipment required, P. AX 

confining it to “outside” service needs 

BUSINESS TELEPHONE 
SYSTEMS 






e ends employees’ needless effort and wasted time in 
contacting each other—provides split-second exchange 
of information and instructions 


e leaves your present switchboard free to handle “‘out- Pee ee ot ee 
2 oul ft] d efficient | Automatic Electric Sales Corporation 
side” calls swiftly and efficiently | Northlake, Illinois 
e provides better internal communication for all those | ( Send me information on P-A-X 
who need it, limits outside service to those who should | (1) Have your representative call 
have it. | PORN bo ooo hc rected axsuuas kes whe MER os susinos poieksacpeseese 
Available in any size system from ten telephones to | C 
| OURDOIY,. ss nin os 5k pac nnidemstusincddekenedst cevcuvecbentementedabees 

hundreds, P-A-X has proved itself a time and money 
saver for hundreds of leading firms. Find out how it can Type of Business............4.....+--0--n+--ceensnneaneennsnsnenaes 
step up efficiency and cut overhead in your business. S| TRI oi -nn-re'-<fsoncemrnseeteentpanperaleaniaiemiaraias 

Just mail the coupon. Do it today. Le 


AUTOMATIC ELECTRIC * 


(For more information, see last page) 
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“Moore forms helped us cut inventory 18%” 


CONTROL SPEEDS CARRIER MARKET FORECASTS, PLOTS PRODUCTION FOR ON-TIME SHIPMENTS 


A new Planning and Production Control System gives 
Carrier Corporation a competitive edge by speeding ship- 
ment of its air conditioning units. Sales forecasts — the first 
stage of production planning — are faster and closer to the 
market picture with scientifically designed forms that organ- 
ize and expedite paperwork. Determining material and 
manpower requirements follows the forecast. 


Next a Parts Requirgment Record, run off from punched 
cards and using an IBM 650 computer, schedules quantities 
of components and completion dates. Parts arrive on stag- 
gered schedule for uninterrupted work flow. The Record is 
a 4-part Moore continuous form, the fast-moving Speediflo. 
It is the company’s control in print. 


This kind of automated control keeps inventories to a 


Build control with 


minimum and reduces warehouse footage. It has released 
capital for other uses and reduced seasonal loan require- 
ments. Overproduction is less likely since forecasts are up- 
to-date. Slowdowns caused by late or missing parts are 
minimized. Earlier deliveries can be promised — and met. 


The Moore man helped in scientific design wy) 
of procedures and forms tailored to this Au- am 
tomated Data Processing (ADP) system. For 
more examples of form-system improvement, 
write on your letterhead to the Moore office 





nearest you. 


Moore Business Forms, Inc., Niagara Falls, N. Y., Denton, Tex., 
Emeryville, Calif. Over 300 offices and factories through- ; 
out U.S., Canada, Mexico, Caribbean, Central America. 





MOORE BUSINESS FORMS 


(For more information, see last page) 
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“We're never late filling 
’ production orders 


...$ince we put in our versatile 
Ozalid One-Writing System"’ 


~ > | 
a 


IT STARTED SOME MONTHS AGO. oe 
OUR PLANT SUPERVISOR CAME TO sed 


LOOK! YOU SAID YOU WERE GOING TO I'VE BEEN WORKING OUT A DIRECT COPY SYSTEM 
DO SOMETHING ABOUT ALL THIS PAPER WORK. ~ WITH OZALID'S SPECIALISTS. IT SHOULD END ALL 
x soo — so THIS HAND-COPYING OF ORDERS THAT CAUSED 
THE BOTTLENECK...AND LOST US MONEY. 


| KNOW! BUT NOW I'VE FOUND THAT | 
THERE IS SOMETHING WE CAN DO. | 


Ye 
Ny 


ba a 


NOW WITH OUR OZALID SYSTEM IN FULL SWING... 
THAT'S BECAUSE OZALID DIRECT COPYING AND NO MORE ERRORS. WHAT'S MORE, WITH OZALID COPIES, 
YOU CERTAINLY PICKED Mmm HAS REDUCED THE NUMBER OF PRINTED THEY USED TO CAUSE US ™ THE COST DEPARTMENT CAN DETERMINE 
A WINNER! OZALID Is _-- FORMS BY 50%... AND SAVED US 16 HOURS JM SO MUCH DELAY, AND ALL gm COSTS AT ANY STAGE OF MANUFACTURE. 
REALLY HELPING US | A DAY ON LABOR FOR EACH 100 ORDERS. THAT RECOPYING. ' 
GET OUR ORDERS OUT Suusinaan SGU m Wrap sum | 
IN JIG Time. “Son 


SEND COUPON FOR FULL SAVINGS STORY 


be ee ee ee a ew em eee am an an aman f 


Lowest Cost Per Copy 
Ozalid Direct Copying ends wasteful “repeat writing” in 
every department...makes dry, perfect copies in seconds. 
And a letter-size sheet of Ozalid paper costs you less than 
a penny—lowest cost per copy of any copying process. 


OZALID* 


DIRECT |COPY|_SYSTEMS 
Sz 


A Division of General Aniline & Film Corporation 
In Canada: Hughes Owens Company, Ltd., Montreal 


Ozalid, Dept. T-5 
Johnson City, N. Y. 


Please send more information on Ozalid One-Writiny 
systems for these depa?tments: 


[ Purchasing [ ] Order-Invoicing [] Accounting 
gy Receiving { | Production Control & Engineering 


Name 





(PLEASE PRintT) 


Position 





2, NESE 


Address 








Pr eee ak ee ee 
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First in a series 


Improved Reliability in Electronic Data Processing: 


12 


the DATAmatic 1000 Recording System 


In building the DATAmatic 1000, Honeywell 
engineers recognized that both high reliability 
and greater speed were necessary to meet the re- 
quirements of an advanced business data process- 
ing system. 

One of the most important steps in reaching 
this goal was the design of a magnetic recording 
system different in several major respects from 
conventional systems. 

First, a “frequency modulation” recording 
technique was developed wherein the time be- 
tween pulses rather than the amplitude of the 
pulses is used to represent information on tape. 
Thus, much wider variations in the amplitude of 
playback signals can be accommodated without 
error. 

A tape transport mechanism was designed and 
constructed utilizing vacuum capstans, brakes 
and loop chambers to provide fast, positive starts 
and stops. With this method, only the reading- 
recording head comes in contact with the oxide 
surface of the tape, eliminating damaging abra- 
sion by other parts of the transport mechanism. 
There are no pinch rollers to cause wear, flaking, 
dust embedment or other common forms of de- 
terioration leading to tape errors. 

The use of three-inch-wide magnetic tape pro- 
vides a very high data storage capacity and in- 
formation transfer rate, while retaining conserva- 
tive values of linear tape speed and pulse density. 
This tape carries 31 channels of information, plus 
three channels of pre-recorded magnetic block 
marks. Information is recorded or read serially 
along all 31 channels simultaneously. A full reel 
of tape is 2,700 feet long, contains 50,000 blocks 
and has a capacity of 37,200,000 decimal digits. 

As the tape moves in a forward direction, in- 
formation is recorded in alternate blocks to pro- 
vide start-stop areas. When the end of tape is 
reached, tape motion is reversed automatically 
and recording continues in the previously unused 
blocks. This interlacing technique not only pro- 
vides high utilization of the recording surface, but 
also eliminates rewinding. 

Communication between a magnetic tape and 


the central computer takes place at the sustained 
average rate of 60,000 decimal digits per second, 
corresponding to an instantaneous data transfer 
rate of better than 120,000 decimal digits per 
second. 

The added capacity of DATAmatic magnetic 
tape obviously reduces the number of tapes in a 
given file. This, in turn, reduces the number of 
tape changing operations required and thus mini- 
mizes the manual handling of valuable tape 
records. For some applications a full day’s op- 
eration can be performed without any tape 
changes at all. Furthermore, the extra width and 
strength of the Mylar plastic base of this tape 
make it virtually unbreakable. Yet, a full reel 
weighs only 24 pounds. 

The use of pre-established blocks permits 
highly efficient file maintenance. Since only those 
portions of the tape record which require change 
need be altered, unnecessary transcription of the 
remaining information is eliminated. 

Finally, all DATAmatic magnetic tape under- 
goes a testing and certifying process which assures 
that tape delivered to a customer is functionally 
perfect. The unique blockmark system enables 
the certifying equipment to magnetically exclude 
specific regions of tape without structurally af- 
fecting the tape. This means that magnetic im- 
perfections, which might otherwise cause rejection 
of the entire roll, can be completely cireumvented 

an economic advantage which is obvious and 
considerable. 

These unmatched speeds, capacities and reli- 
ability of magnetic recording are typical of the 
engineering breakthroughs achieved throughout 
the DATAmatic 1000. For a detailed description 
of the many advanced features of this System, 
write DATAmatic Division, Dept. M5, Newton 
Highlands 61, Massachusetts. 


Honeywell 
DATAmatic 


ELECTRONIC DATA PROCESSING 


(For more information, see last page) 
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We put the arch where it belongs 





...in the posts...not the pages 








You can read everything in | GrayLine Nylon Post 


Binders including data in center margins of all pages 


All sheets lie flat in the lower binder — irrespective of position 
or bulk — because the arch required to turn them is provided by 
the Nylon Posts instead of the sheets themselves. 

If you file, store, refer to or analyze data tabulated on con- 
tinuous forms produced by high speed accounting machines 
you have the problem of keeping such records in convenient 
and accessible manner. 

Wilson Jones GrayLine Binders with plastic posts of amaz- 
ing strength, durability and flexibility are the solution. For 
burst or unburst sheets of all sizes. 

Ask your stationery or office equipment dealer or tabulating 
supplies source for a demonstration today. If he can’t supply 
you send us his name and we will see that your requirements 
are met promptly. 


WILSON JONES 


CHICAGO * NEW YORK + BOSTON * ATLANTA + SAN FRANCISCO 





(For more information, see last page) 
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WILSON JONES COMPANY | Zhicsce's “ifrecie” eet 


Please send us complete information about GrayLine Nylon Post 
Binders and GrayLine Business Forms. 


Our usual office supply source is 
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These booklets—promotional and otherwise— 
contain ideas of possible profit to you. For free 
copies, simply circle corresponding key numbers 
on the Reader Service Card in back of issue. 


FOR FREE COPIES, USE READER SERVICE CARD 


WwW 


Survey on manpower shortages 

A comprehensive study of skilled 
manpower shortages is offered in a 
57-page book by The W. E. Upjohn 
Institute for Community Research. 
Although the report is based on a 
survey of 27 Kalamazoo, Mich. com- 
panies, the implications and recom- 
mendations are generally applicable 
nationally. 

Chapters give thorough coverage 
to the various aspects and practices of 
recruiting, selection and _ training 
methods ‘and needs. Concrete sugges- 
tions in alleviating skilled manpower 
shortages are detailed. Implications 
and impact of such shortages on both 
community and individual companies 
are discussed. 

For a free copy, circle number 
617 on the Reader Service Card. 


WwW 
Scholarship administration aid 

Here’s help for operating an inde- 
pendent scholarship. program without 
the usual attendant administrative 
problems. 

The brochure, prepared by Educa- 
tional Testing Service, reviews the 
benefits, formulation and implementa- 
tion of company sponsored scholar- 
ships. This national service provides 
immediate’ and long range counsel in 
testing, planning, administering and 
improving student education plans. 

The presentation includes a repre- 
sentative listing of the more than 150 
companies now using this non-profit 
service for carrying out corporate 
scholarship programs. 

For a free copy, circle number 
618 on the Reader Service Card. 


W 


Free film on list compilation 

A 16-minute color motion picture 
points up the advantages of using 
Flexoprint rather than typesetting to 


produce or revise lists of all kinds. 
Prepared by Remington Rand, free 
viewing of the film is offered to any- 
one concerned with list compiling. It 
demonstrates the time, cost and work 
saving features of this method. 

For a descriptive folder, circle 
number 619 on the Reader Service 
Card. 


W 


Recession measures evaluated 

“Is This the Time to Run for Cov- 
er?” is the timely topic of a report to 
management issued by the Research 
Institute of America. 

It charts a safe and profitable 
course to take in recession periods. 
The 12 most common and poten- 
tially dangerous “defensive” measures 
adopted by executives are discussed. 

For a free copy, circle number 
625 on the Reader Service Card. 


WwW 
ASA approved standards 

American Standards Association 
has issued a 67-page book listing 
1,723 voluntary national standards. 
All standards given were developed 
by national technical committees and 
approved by the ASA. 

The publication covers five types 
of standards: 1) definitions, termi- 
nology, ols. and abbreviations; 
2) standards for materials, perform- 


ance characteristics, procedure and. 


methods of rating; 3) methods of 
testing and analysis; 4) standards of 
size, weight, volume and rating; and 
5) standards of practice, health and 
building construction. 

For a free copy, circle number 623 
on the Reader Service Card. 


Job time computing cut 


“Editing, Control and Computing 
of Job Pay Time with the Univac 
120” is a new 41-page manual by 
Remington Rand. In detail it de- 
scribes how job time can be automati- 


cally calculated and reconciled with 
attendance time on this punched card 
electronic computer. 

It is a complete programming guide 
and includes sample program charts 
and wiring diagrams for program and 
input-output panels. A detailed ex- 
planation is given of 39 programming 
steps. 

For a free manual, circle number 
615 on the Reader Service Card. 


W 


For better inventory control 

Just released by the Research In- 
stitute of America is a report to man- 
agement, “Plugging Profit Leaks—In- 
ventory Controls.” 

At current profit rates, the report 
points out, an inventory shortage of 
only 2% can eat up all the profit on 
more than $100,000 in sales. Data 
presented is designed to help execu- 
tives update controls and pare stocks. 

For a free copy, circle number 624 
on the Reader Service Card. 


WwW 
How fo trim your office staff 

Profit protection through a new 
management technique in cost con- 
trols is outlined in a booklet by Man- 
power, Inc. 

Entitled “The Controlled Over- 
head Plan,” it details substantial over- 
head savings that can be effected 
by using temporary personnel, equip- 
ment and other facilities provided by 
Manpower, Inc. and similar organiza- 
tions. Tie booklet gives breakdowns 
on savings in fringe benefits, record- 
keeping, turnover, workmen’s and un- 
employment compensation costs. 

Under this system, business firms 
keep their staff, space and equipment 
at the minimum level necessary for 
routine operation, paying for. addi- 
tional personnel and machines only 
when needed for peaks. 

For this free booklet, circle number 
622 on the Reader Service Card 


NOTE: Other editorial items and most advertisements in this issue are key coded 
for your convenience, Use Reader Service Card to request additional details. 
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NEW CLASSIC 
READY-MASTER 


y 






NO EDGES 
NO DYE 
NO STAINS 















Clean White Border Eliminates Dyed Edges 
MAJOR SOURCE OF SPIRIT HECTOGRAPH STAINS REMOVED! ys 


Dyed edges of the master—long the biggest source of additional features: Tru-Guide Indicia, Tempflo Super- 
stains, smears and annoyance in spirit duplicating—have coating and Folded Construction . . . additional guarantees 
been eliminated by Columbia’s new Classic Ready-Master _ of long, brilliant runs and re-runs! 
Unit. FREE SAMPLE — See for yourself the new cleanliness new 
The hectograph coating of the new Classic Ready-Master Classic Ready-Masters will 
is sealed off short of the edges—leaving a clean, dye-free _ bring toyourspirit duplicat- 
border to handle. There’s no dye to rub off, stain and travel _ing, For free sample write, 
from typewriter to duplicator to files, either. Everybody and _ysing company letterhead: 
everything connected with your spirit duplicating stays Columbia Ribbon & Carbon 
cleaner with new Classic Ready-Master Units! Mfg. Co., Inc., 825 Herb 


The new Classic Ready-Master Unit incorporates these Hill Road, Glen Cove, N.Y. 


CLASSIC READY-MASTER BY 





COLUMBIA RIBBON. AND CARBON MFG. CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON AND CARBON PACIFIC, INC., DUARTE, CALIFORNIA 










(For more information, see last page) 
MAY 1958 












Ma) 
OoOmptogra 


new features 
make figures fly... 
...and so simple 
to multiply! 








New Comptometer Customatic— 
World's fastest way to figure... 
now faster than ever. Try it 
FREE on your own work. See 








for yourself, 


...hold the phone, 
ll have it for you 
right away... 
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"220M" by 


New Multiplication Key—it prints the answer, and both of the factors, on 
two easy-to-read lines. 


New High Speed—220 cycles per minute. Over 30% faster than most other 
10-key listing machines. 

New More Flexible Keyboard—accepts figures faster. 

New Dual Purpose Lever—increases capacity to 11-digit listing, 13 totaling 
—for addition and subtraction. 

New Color—smart “Autumn Tan”—blends with modern office decor. 

New Variable Space Control—adjusts for single or double spacing. 

Plus these wanted features: Exclusive Automatic Visi-Balance Window— 
Single Cycle, Single Purpose, Control Keys—Adjustable Keyboard Angle— 


Two Color Printing—Quiet Rotary Action—Streamlined Styling—Concealed 
Paper Roll—and many others. 


Now Lease any Comptometer Business Machine on a nationwide leasing 
plan through Comptometer offices. 


COMPTOMETER CORPORATION 
1712 N. Paulina St, Chicago 22, Illinois 


0 Arrange free office trial for me on: 

© Send me literature on: 
(1 Comptometer Comptograph “220M” 
© Comptometer Customatic 
( Comptometer Commander 


Name 









Comptometer Commander—Insures Firm 





accuracy in dictation. Lifetime 











Magnetic belt saves far more Address. 
than machine costs. See for : 
yourself, City. Zone___State 


(For more information, see last page) 


LETTERS TO THE EDITOR 
Best read 


Sir: We thought you'd be interested 
in knowing that the interview with 
Edward Swayduck, “How to win co- 
operation from your union” [MM, 
Nov. ’57] , which you allowed us to 
reprint in our January 6 issue, was 
among the articles surveyed by the 
Mills Shepard organization. 

Among the readers questioned, 
78% mentioned seeing the _ story, 
65% read part of it and 44% read it 
thoroughly. This was the second high- 
est readership for any feature article 
in this issue of Railway Age. 

JOE W. KIZZIA 

EXECUTIVE EDITOR 

RAILWAY AGE 

NEW YORK 

= Not only did this interview score 

high with Railway Age readers, but 

response from MANAGEMENT METH- 

ops readers also showed unusual in- 

terest. This seems to indicate new 

emphasis on good union-management 
relations. 

EDITOR 


Industry aid to education 


Sm: Our company and _ individuals 
within it have been very interested in 
“The Tulsa Plan” of industry-educa- 
tion cooperation [MM, March ’58], 
and believe it has some very definite 
values. 

We would like to commend you for 
trying to encourage, through this ar- 
ticle, similar cooperative efforts in 
other cities. 

A. G. FIEDLER, JR. 

PAN AMERICAN PETROLEUM CORP. 

TULSA 


The Shreveport Plan 


Sir: After reading your excellent ar- 
ticle on the very fine “Tulsa Plan” 
of business aid to education [MM, 
March ’58], I thought you -might be 
interested in a survey recently made 
among all the science teachers in the 
state of Louisiana. 

More than 94% of them said they 
are vitally interested in receiving help 
from industry. We conducted the sur- 
vey by distributing questionnaries to 
all science teachers attending the Loui- 
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siana State Teachers’ Association con- 
vention in connection with our own 
program here in Shreveport. Ours 
parallels the Tulsa Plan in many re- 
spects, except that we are concerned 
solely with the field of science and 
math, whereas Tulsa’s combined busi- 
ness talent helps the schools in many 
areas. 

Our program, launched two years 
ago, is conducted by the Science Edu- 
cation Council, made up of 23 
scientific professional societies, the su- 
perintendents of schools in three par- 
ishes [counties], 10 civie and wom- 
en’s clubs, and 50 business and 
industrial firms. It is supported by the 
local Chamber of Commerce and the 
local newspapers. In addition, we are 
successfully stimulating the formation 
of similar programs elsewhere in 
Louisiana. 


In our survey of teachers, we found | 


that 94% of them felt the teaching of 
science would be greatly enhanced by 
organized help from business and in- 
dustrial firms. 

Although some of the teachers said 
they felt their communities lacked 
either the interest or the industry nec- 
essary to conduct such a program, the 
majority of them were enthusiastic. 
Teachers from industrial areas said 
that while assistance was available, it 
usually had to be sought out and or- 
ganized. A program which offered a 
common pool of aid would avoid con- 
siderable duplication of effort, they 
said. Others viewed it as a beneficial 








link between the schools and the pub- | 


lic, vital to public understanding of | 


the needs of science. 

One teacher, however, cautioned 
against allowing industrial manage- 
ment to influence school policy. 

The teachers who took part in 
the survey overwhelmingly (between 
66% and 94%) endorsed as worth- 
while all the points of our present 
program which include: 


1. Library of industry-published teacher aids 
and career pamphlets. 
. A guest teacher service. 
. PTA panel discussions. 
. Support of regional and school science 
fairs. 
A summer science theater. 
. Television programs. 
- Scholarship assistance. 
. Career counseling by local scientists. 
- Talks to civic clubs. 
They were equally 
about some of our proposed programs 
which include: 
1. Sponsorship of science seminars for teach- 
ers. 
2. Inviting 
meetings. 
3. Sponsoring a science teachers’ day. 
4. Recognition for outstanding math and 
science teachers, 
5. Providing funds for schools which want 
to administer educational development 
testing. 


The teachers even had a few sug- 
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teachers to scientific society 
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Mail scale accurate? 
Weigh the evidence! 


A silver dollar is the evidence. It weighs 15/16ths of 
an ounce. It tells the truth—the whole truth—about 
your scale. Place it on your postage scale. If the scale 
shows an even ounce or more, you are wasting 
postage, using 6c on 3c letters in many instances. On 
only 12 letters a day, this costs you $100 a year! 

If your scale shows markedly /ess than an ounce, 
you too often underpay postage, so that many of 
your letters arrive ““Postage Due,” annoying the 
recipient and causing mail delays. 

PB precision scales weigh accurately. They tell the 
exact postage needed for all classes of mail. You 
don’t pay 6c for 3c letters. You don’t put 3c 
on a 6c letter. You save postage and 
good will! 

Six models include a parcel post scale 
for weights up to 70 Ibs. Ask the nearest 
PB office to show you the “silver dollar test.” 
No obligation, of course. Or send 
the coupon for free illustrated booklet. 















The 103”, 
an all-purpose model. 


FREE: Handy desk or wall chart of Postal Rates, 
with parcel post map and zone finder. 





The Model “4900”, for the 
small office, has convenient 
postage computer. 
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r ‘ 
= : PITNEY-BoweEs, INC. 
PITNEY-BOWES s 4595 Walnut St. ‘ 

6 
Stamford, Conn. r 
eye ' ’ 
vr Mailing Scales : Please send free “Silver Dollar Test” : 
Made by the originator of the postage meter + booklet to: : 
.. . offices in 107 cities in U. S. and Canada. . iia f H 
‘ 
: Address 1 
(For more information, see last page) 
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“Will somebody please find Jensen!” 
(With pagemaster® you’d find him in seconds!) 


How often do you waste enormous amounts 
of time and energy—send your blood pres- 
sure soaring—because you can’t find key 
people when you need them? 

With a PAGEMASTER selective radio pag- 
ing system by Stromberg-Carlson you can 
reach the people you want instantly. You 
can measure the value of PAGEMASTER in 
terms of time, sales—even lives. 

Here’s how it works. Jensen is equipped 
with a transistorized pocket-size radio re- 
ceiver. When you want to contact him, 
you call him by phone. If he’s away from 
his usual location, your switchboard oper- 
ator sets his private code signal on the en- 
coder (a compact unit located next to the 
switchboard) and flips a switch. 

Instantly his receiver—and no other— 
responds with a pleasant, but command- 


ef 


$C STROMBERG-CARLSON 


A DIVISION OF GENERAL DYNAMICS CORPORATION 


ing signal. He knows he’s wanted, picks up 
the nearest phone and reports. The page 
automatically repeats 
every 20 seconds. As 
many ‘“‘Jensens’’ can 
be equipped with re- 
ceivers as you want. 

You can havea 
PAGEMASTER system 
engineered to your 
own requirements, 
whether yours is a 
single or multi-building operation. Sys- 
tems are available for lease or purchase. 
As your needs grow, you can add receivers 
without additional installation cost. 

For details, contact the PAGEMASTER 
distributor in your area. Or write to us at 
201 Carlson Road. 


GD 
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CEng? 40 on™ 


Electronic and communication products for home, industry and defense 


(For more information, see last page) 





AUTHORIZED DISTRIBUTORS 
Albany, New York 


Taylored Sound, Inc., 65 Watervliet Ave. 


Atlanta 3, Georgia 

The Lanier Co., 151-55 NW Spring 

Baltimore 18, Maryland 

John A. Morefield, 3120 St. Paul 

Birmingham, Alabama 

The Lanier Co., 2129 7th Ave. S. 

Boston 15, Massachusetts 

DeMambro’s, 1095 Commonwea!th 

Buffalo 10, New York 

Regal Electronics, 796 Clinton 

Camp Hill, Pennsylvania 

John A. Morefield Company 

Canton 9, Ohio 

George F. Ebel, 3017 NW Cleveland 

Sanford, North Carolina 

Cmmwith’ Assoc., Box 1025 

Chattanooga, Tennessee 

The Lanier Co., 19 Patten Pkwy. 

Chicago 39, Illinois 

Boom Electric, 5226 W. Grand 

Cincinnati, Ohio 

Shaffer Music Co., 1200 Wainut St. 

Cleveland, Ohio 

J. J. Skinner Co., ——eg Lakeland 

Columbus 8, Ohi 

Shaffer Music Co., 849 N. High St. 

Dallas 31, Texas 

Carter Engineering, 6762 Greenville 

Dayton 2, Ohio 

Copp Radio Labs, 0c W. Monument 

Denver 3, Colora 

Empire Radio & TV. “ti00 Bwy. 

Detroit 7, Michiga 

C. A. Nutting, 635. rs Jefferson 

Houston 6, Texas 

Audio Center, 1633 — 

Indianapolis, Indian 

Shaffer Music Co., 1327 N. Capitol 

Jackson, Mississi pi 

The Lanier Co., 130 S. President 

Jacksonville, Florida 

The Lanier Co., 123 W. Beaver 

Kansas Cit 2, Missouri 

ae anes ound & Comm. Co. 

18 W.6 

mnonviiee, , 

The Lanier Co., 1800 Grand Ave. 

Los Angeles 17, California 

Guardian Pacific Co., 6th & Grand 

Lubbock, Texas 

Radio Paging Service 

503 G. Plains Life Bidg. 

Memphis, Tennessee 

Bluff City Dist. Co., 234 East St. 

Miami, Florida 

The Lanier Co., 300 NW 12th Ave. 

Milwaukee 4, Wisconsin 

United Organ Co., 640 W. Va. St. 

Minneapolis 3, ‘Minneso ta 

Stark Radio Supply, 71 S. 12th St. 

Nashville, Tennessee 

The Lanier Co., 212 6th Ave. S. 

New Orleans 20, Louisiana 

E. Emile Rackle, cg ag Hwy. 

New York 11, New 

Gross Distributors, 716" we 14th St. 

Oklahoma City, Oklahoma 

2-Way Radio, 921 NW 4th 

ss hia 21, Pennsylvania 
H. Sparks, Inc., 1618 N. Broad 

Pitteburgh, Pennsylvania 

Hahn Radio, 700 Penn Ave. 

Turtle Creek, Penna. 

Portland 11, Oregon 

Porgy Chandler Co. 

2915 N. E. Alberta 

Richmond 19, Virginia 

Cottrell Electronics orp. 

408 East Main Street 

Rochester, New York . 

Rochester Radio Supply, 600 E. Main 

Salt Lake Ci , Utah 

wy sues y, 225 E. 6th S. 


San Francisco Bay Area, Calif. 
Watson Communication Engineering 
10533 San Pablo Ave., —v 
Spokane 1, Washin 
NW Electronics, E. 73 ist Ave. 
Springfield 9, Massachusetts 
Valley Sound Corp., 958 State Street 
St. Louis 13, Missouri 
Tesco Telephone Electronic Sound 
2612 N. Kings Highway 
gf gee 3, New York 

G. Brown Sound Equip. 
521-527 E. —— t. 
Tampa, Florid 
The Lanier 9 4025 Henderson 
Toledo, Ohi 
Warren Radio Company, 1002 Adams St. 
Turtle Creek, Penns _— 
Hahn Radio, 700 pa 
Washington 5, D 
Tempo E ectronics, ‘Sa L St., NW 
EXPORT: Ad. Auriema, inc. 
85 Broad, New York 4 
CANADA: 
Hackbusch Electronics 
23 Primrose Ave., Toronto, Ont. 
HAWAII: 
Heite & Co. 

P. 0. Box 601, Honolulu 
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gestions of their own. Among them: 


ve, 1. Assisting schools in obtaining resource 
material. 

2. More television programs. 

3. Additional publicity on the value and 
need of scientific background. 

4. Provide a list of scientists available to 
assist students with projects. 

5. Help science teachers obtain demonstra- 
tion equipment. 

6. Provide money for science teacher sala- 





ries. 
7. Emphasize missiles and rockets at science 
fairs. 
8. Help science teachers obtain summer 
: employment. 


9. Develop a program of field trips to 
industrial plants. ; 

. Outline a complete program of work on 
a 12-month basis and provide the assist- 
ance to carry it out. 





hie Beate 
_" 
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Obviously, educators look favorably 
on receiving all the sincere offers of 
assistance they can get from business. 

L. C. BARRY, PRESIDENT 
SCIENCE EDUCATION COUNCIL 
SHREVEPORT, LA. 
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Sharp-eyed readers 


Sir: For the company’s sake, I hope 
that the new label design shown for 
Kretschmer Wheat Germ on page 59 
of your March 1958 issue [see cut] 
is not the one that’s being used nation- 





2 NSA 


UP TO 100% 
FINANCING 


i LOW INTEREST | 
RATES | 





BR eos 


wheat ...in a friendly community combining “room to grow” 
with quick access to key markets, plenty of water and 


other resources, and suppliers. 


germ 











Is the high cost of financing delaying your expansion pro- 
gram? It needn’t. 
ally. The company name is misspelled, 


or so it looks to me. Or did they 
change the name to Kretchmer? 


Low-cost financing plans offered now by communities in the 
29,000 sq. mile, 5-state area served by West Penn Electric are 


Eye 


MARGARET ROBINSON 
GopDwWIN ADVERTISING AGENCY 
JACKSON, Miss. 


the answer to your problem. They enable you to occupy one 
of the easily adaptable plants now available or move into a 
new plant made to order. In either case, you will be dollars 


ahead in operating costs. 




















: Sir: " hss Me Semen design | For details on available sites, plants and financing, phone our 
} an outstanding label, embark on a na- | 
: tinal pees campaign and dis- | Area Development Department—HAnover 2-9183—or send 
- : cover the trade name is misspelled. | in the coupon below. 
Nar ‘Tome Caer + west penn ELECTENC SYSTEM, Room 1008 1 
West Penn | me | 
; = MM has a number of sharp-eyed | es Gy ; Bibeeaesectgesl oi of alin ted. : 
/ readers who spotted the discrepancy Electric ystem : mation about evallable buildings and cite, * 
s St. ; in the spelling of the brand name on | yj and the assistance offered by you and the : 
s the old and new labels shown in our | } communities in your service area. ; 
: illustration. Actually, the product | Monongahela Power Company t  Neme end Tille : 
name was intentionally changed from | The Potomac Edison Company ; 
“Kretschmer” to “Kretchmer” as a | West Penn Power Company Firm ' 
bow to phonetic spelling and simplic- | Address ; 
ity. City Zone State ' 
(For more information, see last page) 
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Now...your dictation can be effortless with the all-new, all- 


transistor Dictaphone Time-Master—the automatic dictating 


machine.Touch-button controls—right on the new mike—make 





written communication as easy as telephoning. And your voice 
on the exclusive Dictabelt record is unmistakably clear, can’t 
be accidentally erased. You make corrections and changes with 
touch-button ease. The beautiful new Time-Master 1s the near- 
est thing yet to automation in dictation. This obliging machine 
will help you get ahead... help your secretary keep ahead of 


her work. Her transcribing Time-Master 1s Just as automatic. 

















/ y (Ga Dictaphone JimeJaster : | 
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Get the whole exciting story. Call your local Dictaphone office 


and demand a free desk trial. Or write us for full-color booklet. 


Dictaphone Corporation, 420 Lexington Avenue, N. Y. 17, N. Y. Service you car Jepend on the world around. In Canada, write Dictaphone Corporation, ltd., 204 Eglinton Ave. 
East, Toronto ... in England, Dictaphone Co. Ltd., 17-19 Stratford Place, London W.1. Dictaphone, Time-Master and Dictabelt are registered trademarks of Dictaphone Corporation, 


(For more information, see last page) 
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RECENT COURT CASES 








By Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York 


THE QUESTION 


A taxpayer files his estimated tax declarations on time, but 
fails to make timely installment payments of the tax. Is he 


subject to a penalty? 


Tue Facts—A partner in a New 
York City stock brokerage firm 
filed individual tax returns on a 
cash basis for 1951 and 1952. The 
partnership was in a precarious fi- 
nancial position for those years. De- 
spite these difficulties, this part- 
ners net-income was $21,827 and 
$16,339 respectively. 

He filed declarations of estimat- 
ed tax for 1951 and 1952 at the 
proper times, but only the first in- 
stallment for 1951 was paid on time. 
This taxpayer eventually did pay 
all installments, plus interest. How- 
ever, the Commissioner of Internal 
Revenue determined additions to 
the tax ($170.80 for 1951 and 
$152.88 for 1952) for failure to pay 
the installments within the time 
prescribed by law. 


Tue Rutinc—The Internal Reve- 


nue Code provides that an addition 
to the tax shall be imposed for 
failure to make timely payments of 


the installments unless a reasonable 
cause and lack of wilful neglect can 
be shown. In this case, the taxpayer 
argued that he failed to meet the 
installment payments because of a 
lack of funds resulting from busi- 
ness difficulties and that such lack 


of funds constituted “reasonable | 


cause.” 

The Tax Court, in reviewing this 
case, found the taxpayer had made 
various expenditures for mortgages, 
business, pleasure and charitable 
causes. The taxpayer should have 
shown greater wisdom in allocating 
his income to provide sufficient 
funds for timely payment of taxes, 
said the court. He may not place 
taxes at the bottom of his list of 
obligations. The court ruled that 
the taxpayer did not clearly show a 
lack of funds and was subjected to 
additions to his tax. (John C. Hef- 
fernan vs. Commissioner of Internal 
Revenue, U. S. Tax Court, decided 
Oct. 31, 1957.) 





THE QUESTION 


Does failure to file a tax return indicate an intent to evade 


taxes, constituting fraud? 


Tne Factrs—After paying income 
tax for the years 1934, 1935 and 
1936, an individual ceased paying 
tax and filing returns during the 
following nine years. He gave as 
his reason for failure to pay taxes 
his belief that the government was 
wasting the money it obtained by 
taxation. 

This non-taxpayer died in 1954. 
It was conceded by his executrix 
that the deceased owed the gov- 
ernment taxes due for the nine 
year period, as well as a 25% pen- 
alty for willful neglect to file re- 
turns and a 10% penalty for failure 
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to file declarations of estimated 
tax. She balked, however, at pay- 
ing a 50% penalty for fraud. His 
refusal to comply with the tax law 
had been open rather than evasive, 
his executrix claimed. Therefore, 
he was not guilty of fraud. 

Tue Rutisc—Open defiance of a 
law may or may not amount to 
fraud, depending upon the circum- 
stances of the particular case, said 
the U. S. Court of Appeals. Where 
a taxpayer honestly but mistakenly 
thought his income was not taxa- 
ble, he would not have been guilty 


of fraud in failing to pay taxes. | 


own your own 





PRIVATE 


telephone system 


Fully Automatic Interoffice Communication 
with your own DuKane dial tele- 

hone system can cut switchboard 
oads by 50% or more. Every call 
is quick, personal, and private. 
Economical systems can be installed 
for any number of stations, and 
easily enlarged or expanded to 
include intercom, paging, alarm, or 
central sound systems. 


DuKane manufactures a complete 
line of communications products for 
industry, with a nationwide network 
of more than 300 engineering dis- 
tributors ready to help solve your 
individual problem. Your nearest 
DuKane man is listed in the 
Yellow Pages. 


> . 
. . 
ae 
: ae os 
- Ae 
7 ce 4 
. . 
Emergency, Alarm, . Flexifone . Background Music 
ing . Intercom ° from Records 
Systems ° Systems . or Tape 
7 . 
+ . 


DuKane 


CORPORATION 


pioneer in industrial communications 


DuKane Corporation, Dept. MM-58S, St. Charles, tt. 
Send me information on owning my own closed-circuit 
telephone system 

(CD Have a DuKane « ications ¢ 


Itant call at my 
office 





Name____ 
Company 
Address__ 
City & Stete 


(For more information, see last page) 
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United Van Lines 


MOVING WITH CARE.. 
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where 

do his 
decisions 
count 
the most 





Each year an untold number 
of expensive man hours are lost 
when executives are trans- 
ferred. 


They find themselves tied 
down with moving details, just 
when they should be stepping 
up to their new responsibilities. 

But now, United Van Lines 
eliminates costly lost time by 
“Pre-Planning” all the details 
for the family that’s moving. 
And only United Agents pro- 
vide the added safeguard of 
Sanitized vans. 

For convenient ‘Pre- 
Planned,” Sanitized service, call 
the nearest United Agent. He’s 
listed under “MOVERS” in the 
Yellow Pages. 


© 


(For more information, see last page) 
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But where, as here, a taxpayer 
knew his income was subject to 
tax (as evidenced by his filing re- 
turns for 1934, 1935 and 1936) and 
nevertheless refused to file returns 
or pay his taxes, then the govern- 
ment was correct in inferring that 
his conduct also was fraudulent. 
Consistent substantial understate- 
ments of income for several years, 
or knowingly refusing to make any 
statement of income, is highly per- 
suasive evidence of intent to de- 
fraud the government. According- 
ly, a taxpayer is deemed guilty of 
intent to defraud the government 
and his estate must pay the 50% 
fraud penalty. (Powell, etc. vs. 
District Director of Internal Reve- 
nue, U. S. Court of Appeals, Ninth 
Circuit, decided Jan. 13, 1958.) 





THE QUESTION 


Is the receipt of an automobile, 
intended as a gift, taxable to the 
recipient? 


Tue Facts—Two friends headed 
Metal Company A and Metal Com- 
pany B, respectively. The first 
president, as a favor, furnished 
President B with leads that re- 
sulted in new business for Com- 
pany B. The latter company later 
gave President A a Cadillac. A 
question arose as to whether the 
value of the Cadillac was income 
taxable to President A, or a gift 
on which he, as the recipient, pays 
no tax. President A argued that 
he was not an employee of Metal 
Company B and that he accepted 
the car because of the insistence 
by the president of Metal Com- 
pany B that it was a gift. 


Tue Rvutwwce—The Cadillac was 
held to be income taxable to Pres- 
ident A. Although it was true that 
Company B owed no legal obli- 
gation to President A, the Cadillac 
could nonetheless be considered 
compensation within the meaning 
of the Internal Revenue Code. 
President B’s statement that the 
car was a gift to his friend from 
his company was refuted by the 
company’s books, which listed the 
car as a “finder’s fee” and business 
expense. (Duberstein etc. vs. Com- 
missioner of Internal Revenue, 
U. S. Tax Court, decided January 
17, 1958. ) 








A Message to Executives 
Seeking a New Plant Site 





Check these 3 Important 
Plant Location Advantages in 


PENNSYLVANIA 


100% financing 
for your new plant 


Complete financing on lease- 
purchase plan—low interest rate— 
deferred amortization. Plant 
“shells” now being readied for 
completion. Inspection welcomed. 


Improved “tax climate”’ 


No capital stock and franchise 
taxes—no machinery and equip- 
ment taxes—no stock transfer tax 
—no state personal income tax— 
reduced manufacturer’s sales tax. 


Plant location services 


Staff specialists available to serve 
industry, engineering firms, man- 
agement consultants, industrial 
realtors and others with fully de- 
tailed plant location data. 








For free copy of pamphlets on 
these Pennsylvania Plant Loca- 
tion Advantages, write or call: 





G 


PENNSYLVANIA DEPARTMENT OF COMMERCE 


U 


Main Capitol Building 
1139 State Street, Harrisburg, Pa. 
Phone: CEdar 4-2912 


U 


(For more information, see last page) 
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New Clutter-Proof Desk 


Pree) 


How much time and money do cluttered desks 
waste in your office? 

Desk top clutter and desk drawer hodgepodge 
aren’t confined to the careless. Even people who try 
to be neat and efficient get no help from their desks. 

But this new Shaw-Walker Clutter-Proof Desk 
actually “‘lends a hand.” Fully 75% of the things 
that pile up on top or in drawers of other desks 


“Built Like a 
Skyscraper” 


SHAW:-WALKE 


POSSESSES ESSE OSES EEO E SHOES EEEEE ESSE SOES EEE EEE EO EEOEESES ESE SE SESE EEE EE EEE EE SEEES 


keeps top clear and organizes drawers 


SPOS OO HEHEHE OSES EEEESEEEEEEHEEEEE EEE SEES E EEE EEEEEEEEE EE OEE EE ESSE ESE EOEEESEEESESE EES ESEESD 
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have a specific place inside this desk. 

The in-drawer organization is a 
marvel of convenience. There are in- 
drawer letter baskets, work separa- 
tors, letter files, card trays, forms 
shelves and work tools organizers. 
There’s even an in-drawer wastebasket and pro- 
vision for an in-drawer telephone. 

Usable working space on the desk top is doubled. 
You get new freedom to work. 

See these new Clutter-Proof Desks at one of our 
17 branches or 470 dealers. There are 58 beautiful 
color combinations. Or write for our new 252-page 
Office Guide. Shaw-Walker, Muskegon 16, Mich. 


Largest Exclusive Makers of Office Equipment 
Muskegon 16, Mich. Representatives Everywhere 





Everything is in the drawers—even wastebasket and phone. 


How to get new freedom to work > 


















Here’s why 
you'll be 
happier 
with “those 
heavenly 
carpets 


éJ...the leader in contract carpet! 


1. Best quality. Lees Carpets are made from the finest 
carpet wool. Durable nylon can be added to give increased 
wear in high traffic areas. 

2. Best prices. Lees dealers will give you the most value 
per dollar in contract carpet, anywhere at any time. 


3. Broadest line. Lees brings you the widest selection of 
colors, patterns and textures in the business! Special 
designs made to order to suit your particular needs. 


LOOK AT THE NAMES THAT LOOK TO LEES FOR CONTRACT CARPET: Sherry Netherlands Hotel * The Dinkler 
Hotels © The Coca-Cola Company ¢ S.S. United States © Lord & Taylor, N.Y.C. © John B. Stetson Company 


To solve your carpet problem contact Lees Commercial Division, Bridgeport, Pa., or offices in principal cities. 


4. Superior service. Lees service is second to none— 
thanks to Lees carefully selected local dealers. 

5. Long experience. Lees offers you the know-how of more 
than 100 years’ experience in the carpet yarn business. 
6. Finest modern mills and methods. Lees carpets are 
made on the newest, most efficient looms in use today. 


7. Top designers. Lees heavenly carpets are famous for 
style—the smartest colors and patterns in the industry. 


(For more information, see last page) 
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high 


operating costs 
got you on the run? 


EASTERN 
XM 
Atlantic hoes 
EXCELLENCE IN FINE PAPERS 


ATLANTIC BOND - ATLANTIC DUPLICATOR - ATLANTIC MIMEO - ATLANTIC OFFSET - ATLANTIC OPAQUE 


y Niteli balou m- | -Y-) o 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULPS 
MILLS AT BANGOR AND LINCOLN, MAINE © SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 


(For more information, see last page) 
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Office furniture by The General Fireproofing Co., Youngstown, Ohio 


U.S. KOYLON® FOAM CUSHIONING 
MAKES THIS OFFICE AS COMFORTABLE 
AS IT IS ATTRACTIVE 


You work more efficiently when you work in comfort... the relaxing and rest- 
ful kind of comfort you get only when your office chairs are cushioned with 


Koylon Foam. Luxurious, long-lasting Koylon is buoyant, yet firm, giving you 


2 ADELA ER PRET RERNSERNM STE WE SNS EES 


the perfectly balanced support that helps banish five-o’clock fatigue. And 


US. loylon because it springs right back to its trimly tailored shape, it keeps your office 
FOAM 


looking spruce—with no effort! Yes, sir, U.S. Koylon Foam Cushioning is 


good for your business, good for you! 


TS United States Rubber 


Mishawaka, Indiana 


(For more information, see last page) 
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PRISMOID GRATELITE’ 

THE NEW PRISMATIC LOUVER-LENS FOR LIGHTING 
FIXTURES BY THE EDWIN F. GUTH CO., 

2615 WASHINGTON BLVD., SAINT LOUIS 3, MISSOURI 


TOO BEAUTIFUL FOR WORDS! 
SMoOrD 


ATELITE 


*T™M Reg. U. S. & Can. Pats. Pend. 


(For more information, see last page 
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AN II MA survey of COMPANY PRACTICE 


How management is waging the war 


To save profits, or merely to take advantage of the 
psychology of the times, most firms are striking out 
against needless costs. Result: permanent cost cuts 


of as much as 10% or more. 





Some are concentrating 


Nearly four com- 
panies in five are spearheading 
attacks on their costs right now. 


their 


fire on specific targets, such as 
indirect labor or purchasing pro- 


cedures. More, however, are prob- 
ing for overhead and operating 


WHAT THEY SAID 


In a sampling of MM readers, 78% said 
they have made efforts to reduce costs and 
increase efficiency because of the recession. 
Here is what these firms said about their 
programs: 


Does your program include specific cost reduction 
goals? 
specific goals 
48% 
general goals 


a 
30% 


no established goals 


ames 
22% 


Have your cost reduction efforts been successful 
so far? 
extremely 
16% 
moderately 
48% 
slightly 
36% 


Which item best describes your company’s basic 
approach to cost cutting? 


across-the-board budget cuts 

4% 
new procedures, organizational changes, etc. 

14% 
emphasis on a few big items 

2% 
tightening of general expenses (telephone, travel, etc.) 

12% 
probing for “‘fat’’ everywhere 

46% 


improving management planning, control 


other 





What three areas have been most strongly affected 
by your cost reduction efforts? (percentages rep- 
resent cumulative totals) 


indirect labor 


inventories & purchasing 


staff & service functions 
ales 
dvertising 
management compensation 
owe & development 


Has your cost cutting program resulted in the re- 
lease of any company personnel? 


es 
FT SRS IS A NE, 

° 
28% 


Would you say your present savings could actually 
have been achieved a year ago? 
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on costs 


waste everywhere, aiming to sweat 
off—or slice off—the fat that has 
accumulated as a natural by- 
product of the boom years. 

Through aggressive campaigns, 
over-all costs are being literally 
decimated in some cases, and the 
majority of the cost cutting com- 
panies are capturing savings of 
6% or more. 

These are just a few of the 
series of facts revealed in an analy- 
sis of survey returns from a 
sampling of MANAGEMENT METH- 
ops readers around the country. 

Understandably, many of the 
firms have declared war on costs 
as a_ self-preservation measure. 
For example, of the 78% of the 
survey respondents who said they 
have undertaken cost cutting ef- 
forts in line with the present busi- 
ness slump, half predicted that 
their sales will be down this year, 
and neastv two-thirds said their 
profits wiii be off. 

On the other hand, many firms 
not seriously affected by the slump 
are taking advantage of the psy- 
chology of the times to shake 
waste and inefficiency out of their 
operations. 

Somewhat surprisingly, some of 
the companies that are suffering 
directly from the recession are ex- 
erting no efforts to save their pro- 
fits through cost cutting. Of the 
survey respondents who said they 
are not concerned with efforts to 
reduce costs, 20% admitted their 
sales are slipping this year, and 
36% said their profits are slipping. 

Does it take a negative turn of 
business conditions to stimulate 
management to cost cutting ac- 
tion? There are some indications 
that it does. For example, of the 
firms that are cutting costs now, 
52% conceded that the present 
savings could actually have been 
effected a year ago. Only 24% 
said the savings could not have 
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Studies show valuable selling time lost 
with old-fashioned order forms. You 
can gain back this time by using 
Baltimore’s Blue Ink Standard Handy- 
set Forms. One writing gives up to six 
clean copies, suitably marked for bill- 
ing, invoicing, posting, etc. Pre-inter- 
leaved one-time carbons snap out 
quickly and easily . . . end fumbling 
and mess. 

Completely Reproducible 

on Thermo-Fax® Machines 
Special inks and carbons... standard 
on these forms at no extra cost... 
make every page of BIS Handysets 
completely reproducible on the popu- 





lar Thermo-Fax Copying Machine. No 
premium price, no special runs. BIS 
Handysets are lower in price, with up 
to 50% faster delivery to you. 

Free Samples and 

Recommendations 
This form may answer your problems, 
or another form from Baltimore’s 
complete line may save you time and 
money. For capable and experienced 
systems planning, call your Baltimore 
Business Forms representative listed 
in the yellow pages under Sales Books 
or Business Forms. Or, write to: THE 
BALTIMORE BusINESs Forms Co., 3142 
Frederick Avenue, Baltimore 29, Md. 


Baltimore Business Forms 


(Division of THE BALTIMORE SALESBOOK COMPANY) 


Saving time and reducing costs in business and industry 


CONTINUOUS 
FORMS NCR FORMS 
: (no corben 





SHANOYSET ONE-TIME, 







(For more information, see last page) 
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A good secretary 


deserves a f GS 4 rod a= bo 


Model 25-$ 
Secretarial Posture 


$4295" 


($46.95 in Zone 2) 





COSC TG, As tphioss doin 


@ It costs surprisingty little to make her valuable work a 
pleasure with this Cosco chair. She'll appreciate the 





i j ; Model 28-TA 
generous proportions . . . the luxurious upholstery . . . Executive Chair 
the handsome styling. Completely adjustable for pos- $59.95* 
ture perfect seating, too! Seat of dual-contour molded ($63.95 in Zone 2) 


foam rubber. Backrest foam-cushioned, upholstered 
front and back. 
Ask your Cosco dealer for a free 10-day trial in your 











office. A Cosco chair’s a fine way to say “job well done.” Model 27-LA 
: , : Conference 
Find your COSCO Office Furniture dealer in yellow pages of phone book, Arm Chair 
or attach coupon to your letterhead. $39.95* 
iB SS eee ee ee ee ($43.95 in Zone 2) 
| HAMILTON MANUFACTURING CORPORATION, Dept. MM-58, Columbus, Indiana | 
| would like a free 10-day trial of the following COSCO Chairs: 
| © Model 25-S Secretarial Chair C) Model 28-TA Executive Chair | 
| () Model 27-LA Conference Chair () Model 23-LD General Chair | 
| Please send full information on: : | 
0 Complete line of C1 COSCO Chairs, Settees, 
| COSCO Office Chairs Sofas and Occasional Tables. | Model 23-LD 
ee | General Chair 
| Firm......... pinchitbsaadabalnadinibcnbackianccienniodiouters $19.95* 
J Bannan nneennremernnttnnnennnnrnntnnrnnnt ake ae Es | ($21.95 in Zone 2) 
DR cae ac igen, a Pea j 
(Please Print) 
g Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. | 
“All prices shown are for Du Pont Fabrilite upholstery. Other fabrics slightly higher. Zone 2: Texas and 11 western states. 
(For more information, see last page) 
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been made then; the rest said 
they weren't sure. 

On the other hand, there are 
some indications that during favor- 
able periods of business expansion 
and growth, management’s hands 
are tied as far as major cost cutting 
efforts are concerned. 

Said one vice president: “A year 
ago | couldn't have whipped up 
much enthusiasm for a real cost 
cutting campaign. The union 
would have resisted, the rank and 
file would have dragged their feet, 
and I think even many of the men 
in Our management group would 
have resisted the idea, because of 
the generally expansive attitude 
of the times. Now that the picture 
has changed, unions, workers and 
executives alike have accepted 
cost cutting as a fact of life.” 

MANAGEMENT MEtuHops asked its 
readers if their rank and file peo- 
ple are more conscious of costs 





Would you say that the rank and file in your 
company are more conscious of costs now than 
they were a year ago? 


es 
Oe ee 80% 


12.5% 
7.5% 


don’t know 
La 





now than they were a year ago. 
The answer was strongly affirma- 
tive: 80% said yes, 12.5% said 
no, and 7.5% said they didn't 
know. 

A significant number of com- 
panies have found that you have 
to spend money to save money. 
The MM survey contained this 
question: Has the recession re- 
sulted in your company actually 
making capital expenditures now, 
such as for machinery to increase 
efficiency? Nearly one in four of 
the total number of respondents 
said they have made such expendi- 
tures. At the same time, a slightly 
larger number said they have can- 
celled or postponed capital ex- 
penditures as a result of the re- 
cession. 

Release of company personnel 
is a fairly common occurrence in 
todays kind of cost cutting pro- 
gram. Nearly three-fourths of the 
firms that have set out to reduce 
their expenses have released peo- 
ple, the survey shows. In most 
cases, however, the dismissals ap- 
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parently have been highly selec- 
tive. Some firms are using the 
business slump as the occasion to 
filter out deadwood and _ others 
who are not pulling their weight, 
then going out into the presently 
loosened manpower market to ob- 
tain fewer but more highly quali- 
fied personnel. 





For your company, do you feel that 1958 will 
be as good a year as 1957? 
a. In terms of sales: 


es 

YS 1 ESS AMIRI 57% 
no 

- SASS 43% 
b. In terms of profits: 

yes 

ET RT 44% 
no 

Sa aS ES eS 56% 





Not only is the weeding out 
and replacement of personnel 
highly selective; the over-all ap- 
proach to cost cutting is more pin- 
pointed than has been the case in 
previous periods of business stress, 
the survey shows. 

Across-the-board — slashing _ of 
budgets, a not infrequent method 
in past years, has been used now 
by only a fraction of MM’s survey 
respondents. Firms realize they 
can more often get better, more 
positive results by improving man- 
agement planning and control, by 
creating improved procedures, and 
by making efficient organizational 
changes—rather than simply wield- 
ing the axe indiscriminately. __ 

In addition to these positive 
steps, however, a fair number of 
firms have found that they can 
produce worthwhile savings by a 
general tightening up of over-all 
expenses—such as __ telephone, 
travel, entertainment—and by pro- 
moting a general and strong cost 
consciousness among all company 
personnel. 

Relatively few firms have been 
concentrating their cost cutting ef- 
forts in the areas of sales and ad- 
vertising (9% and 8%, respec- 
tively). Even fewer, according to 
the survey, have tampered with 
management compensation—only 
4%. The survey showed research 
and development to be the area 
least affected by major cost cut- 
ting. This finding seems to repre- 
sent evidence of faith in a fairly 
rapid business comeback. 

Most of the firms that have 
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Translation:"t quit!" 


Hard-to-replace secretary on 
the brink of farewell — fed 
“up to here” with her big 
boss’s small-time office. 
Cramped, cluttered, destroy- 
ing morale and productivity. 


Then along came 


the Invincible Man”* 


with the office plan 


... to turn “the littered look” into a magnificent 
symbol of achievement. A spacious executive 
desk — two-tone with smart Aerogrill panel and 
leg bases . . . and an impressive modular cabi- 
net grouping. (Did the girl quit? Of course not! ) 


* Not really wearing shining 
armor, the Invincible Man 
is nevertheless a doer of 
great deeds. Call on him 
for periodic office planning 
check ups. 















For any executive or professional or general 
office, the Invincible man can quickly plan strik- 
ing new beauty, convenience and efficiency from 
Invincible’s truly complete line. 


Business-engineered 

for better 

business living 
METAL FURNITURE COMPANY 
MANITOWOC, WISCONSIN 
INVINCIBLE 


METAL FURNITURE COMPANY 
Dept. C-5, Manitowoc, Wisconsin 


Without cost or obligation please send Invincible 
brochure and Planning Kit Survey Form. 





Send coupon today 
for colorful Invincible 
brochure and sample 
Survey Form from 4 
the Invincible Man’s 
Planning Kit. 
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IN CANADA: A. R. Davey Co., Ltd., 
1162 Caledonia Road, Toronto 10 


(For more information, see last page) 





















. 
eeeeerseree 
Pereeeetetee eres 


CORKBOARD 


t 


we 


MASONITE 


y/ : A 
// y/ 


one .¥m.4:10).1-18) 


ACOUSTICAL 
PANEL 


FROSTED 
FLUTED GLASS 
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CLEAR GLASS 





CLEAR s 
FLUTED GLASS 


fluted glass for 


office. 


YOU CAN 


“PANEL-PLAN” 
YOUR OFFICE 


FOR TOP 
EFFICIENCY 


Whether you use 
PARTITIONERS to 
create a single en- 
closure or a floor 
of private offices, 
you have a choice 
of EIGHT DIFFER- 
ENT PANELS, each 
of which is de- 
signed to fill a spe- 
cific office need. 


There's corkboard for bulletins, 
pegboard for displays, frosted 


privacy... and 5 


other problem-solving panels 
which you can mix, match or 
interchange according to your 
needs. They’re wonderfully ver- 
satile and they'll do wonders for 
the efficiency and beauty of your 


Write today for literature and for 
your free floor planning kit. 











MARNAY SALES DIVISION 
ROCKAWAY METAL PRODUCTS CORP. 
1270 Broadway, New York, N. Y. 





(For more information, see last page) 
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undertaken cost cutting programs 
have done so with specific or at 
least general goals in mind. Only 
22% said that no goals have been 
established. 

About half of the cost cutting 
firms said their programs have 
been moderately successful so far. 





Has your company cancelled or postponed any 
capital expenditures as a result of the re- 
cession? 


yes 

SaaS ES 27% 
no 

RIO NSE OSLER, 73% 


Has the recession resulted in your company 
actually making capital expenditures now 
(such as for machinery to increase efficiency)? 


yes 

ea omen 22% 
no 

OURS. RAREST einai caRcROIRS 78% 





An additional 16% said their pro- 
grams have been extremely suc- 
cessful. Not a single respondent 
confessed to no success in the cost 
cutting program, but 36% said 
results have been slight. 
Balancing this, however, one in 
five of the cost cutting firms said 
they have saved—or expect to save 
—more than 10% of their over-all 
costs as a result of their efforts. 
An even larger number—one in 





What estimated percentage of your over-all 
costs has been, or is expected to be, saved 
as a result of your company’s cost cutting 
effort? 


1-2% 

. 7 14% 
-5 

a | eesmmcaaeaeel 34% 

6-8 

‘alee: camer 26% 

9-10% 

See 6% 

more than 10% 

Siete as 20% 


Are the savings being made now considered to 
be permanent economies, or only temporary? 


permanent 

ii Ree 46% 
temporary 

= 2% 
some of both 

RR 2 MR oe SR Ee 52% 





four—said their savings are, or will 
be, 6% to 8% of over-all costs. 

These savings are not merely 
temporary cutbacks to be lived 
with until business gets better. 
Rather, 46% of the cost-cutting 
firms said the economies they 
have made will be permanent, 
and an additional 52% said at 
least some of the savings will be 
permanent. Thus, only 2% felt 
that their cost-cutting efforts will 
have only temporary benefit. m/m 














56 heavy hammer blows only 
slightly indented the Surco plaster 
wall above. 


SURCO Latex Binder gives 
plaster an entirely new range 
of strength and resiliency. 


In plaster with Surco cracking is 
sharply reduced. Watertightness and 
tolerance to wide temperature 
changes are greatly increased. In 
terms of service SURCO means plas- 
ter with long life and few if any 
repairs. 


Surco cuts plastering costs up to 
60% in original construction or 
remodeling. One thin coat with less 
labor, materials and preparation 
does the job. Surco Feathercoat is 
a complete plaster uniquely suited 
and specially designed for applica- 
tion to a wide variety of light weight 
insulation materials. 


In service and savings, it will pay 
you to investigate the broad benefits 
of Surco plaster today—Send this 




















Firm 

Address. City 

Architect. 

Address. City. 

Contractor. City 

Send to— 

® SURCO 

international 
Corporation 


1330 W. Peachtree Street, N.W. 
Atlanta 9, Georgia 


(For more information, see last page) 
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THINKING OF A NEW OFFICE? 
SEE YOUR 4 DEALER 





Tired of the years-old surroundings you work in? Longing for a 
layout like this? Then the man for you to see is the one who 

handles ASE. He’ll gladly help you plan an efficient, attractive office 
... be it general, departmental or executive. From his complete, 
comprehensive ASE line, you can choose the design, 

styling and finish that’s right for you. He’s courteous, capable, 
qualified to help you. That’s his business. See him today. 







@& OFFERS A COMPLETE LINE OF 
QUALITY OFFICE FURNITURE 


DESKS « CHAIRS « L-UNITS ¢ TABLES 
CREDENZAS «© BOOKCASES « FILES 
BLUEPRINT FILES © CABINETS e¢ LOCKERS 
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COST SAVERS 


you can use right now! 


You can cut costs when you 


IMPROVE SHIPPING METHODS 


@ pELAYs at shipping and receiv- 
ing docks are responsible for the 
high cost of small shipments, says 
the American Trucking Associa- 
tion. If these delays could be end- 
ed, these same shipping costs could 
be reduced by as much as 20%. 
Many companies with outstanding 
planning, scheduling and control 
stop short when it comes to trans- 
portation requirements. Here is a 
10-point program that will cut your 
shipping costs. 

1. Establish, as a top-level job, 
a director of distribution respons- 
ible for materials handling, ware- 
housing, shipping, receiving, trans- 
portation, layout, packaging and 
control. 

2. Overhaul your shipping sched- 
ule; give it as much attention as 
you do your production schedule. 
Spread receiving schedules to cut 
congestion. 

3. Check your traffic flow. Would 
a new layout improve it? 

4. Segregate shipments by car- 
rier. 


5. Pack in units small enough for 
one man to handle. 


6. Mark legibly, accurately and 
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completely. Poor labeling means 
delays. 

7. See that the driver has help 
to load or unload quickly. 

8. Notify carrier of your needs. 
He can adjust his schedule to fit 
them. 

9. If the carrier leaves trailers for 

you to load, give dispatcher des- 
tination of shipments. He will give 
you a loading sequence. 
10. If you are a large shipper, pre- 
pay freight charges. This cuts num- 
ber of payments and invoices the 
carrier must process. 


You can cut costs when you 
ANALYZE EQUIPMENT SERVICE 
CONTRACTS 


m SERVICING of office equipment, 
in these automated times, can be 
an overhead cost worth pruning. 
Service contracts, often purchased 
by an office when it buys a new 
machine, are sometimes an eco- 
nomical way of maintaining equip- 
ment, and sometimes not, even 
though they normally prove a good 
investment by providing fast serv- 
ice in event of a breakdown, plus 
regular preventive inspections. 


The Square D Co. of Detroit dis- 
covered that it was paying $10.20 
per year per machine for a service 
contract to cover older model type- 
writers while the annual cost of 
maintaining similar machines not 
covered by a contract was only 
$3.66. A survey of your equipment 
maintenance needs may save you 
money. 


You can cut costs when you 


TIGHTEN SAFETY MEASURES 


@ ON-THE-JOB ACCIDENTS not only 
damage management-employee re- 
lations, they cost money, often as 
much as four times the amount of 
the settlement paid by the in- 
surance company in terms of in- 
terrupted production, machinery 
breakdown, hiring of replacement 
workers, spoilage of materials. A 
severe accident can damage morale 
extensively enough to wreck a pro- 
duction schedule, and the attendant 
publicity can damage a company’s 
reputation. A company with a 
record for accidents pays higher 
insurance premiums, too, than the 
company with a vigorous safety 
program. 

One eastern transit firm, for in- 
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It’s sound advice to look for the big savings where the big money is spent. 


But significant savings can also be earned by applying imagination to 


some of the smaller, less obvious areas. Here are a few examples. 


stance, saves upwards of $25,000 
annually in insurance premiums 
with an effective safety program. 





Average losses in compensation in- 
surance amount to about 60% of 
premiums paid. If a company’s ex- 
perience runs lower than this, it 
can achieve savings in insurance 
costs. 


You can cut costs when you 


ENFORCE EMPLOYEE HONESTY 


™@ NO COMPANY openly questions 
the honesty of its employees, but 
the fact is “honest” employees em- 
bezzle millions of dollars annual- 
ly, either in goods or in cash. Best 
protection against any form of 
thievery is to eliminate the oppor- 
tunity. Hardest type of crime to 
prevent is petty pilfering, a few 
cents a day that eventually mount 
into thousands of dollars. 

One department store chain gave 
periodic lie detector tests to ran- 
dom employees, virtually elimin- 
ated pilfering. Many of these petty 
losses, however, are never discov- 
ered and constitute an unseen 
drain on a company. If your com- 
pany carries theft insurance, or 
your employees are bonded, the 
insurance company may be glad to 
make a survey to point out op- 
portunities for pilfering that you 
can stop. 

A novel approach is being prac- 
ticed by Bell Aircraft Co.’s plant 
in Buffalo. It loans company tools 
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to employees with do-it-yourself 
inclinations, has eliminated what 
used to be considerable losses in 
small tools. Otherwise, here are 
points to check to protect your 
company from more serious forms 
of theft. 


1. Do you really know the people 
who handle your money? Are they 


bonded? 


2. Are company’s blank checks 
kept under lock and key? Blank 
payroll checks, for instance, are a 
boon to a forger. 

3. Is your cash adequately safe- 
guarded? What kind of controls do 
you have over cash disbursements? 
Are any company financial trans- 
actions handled by only one person? 

4. Hard as it is to completely 
safeguard inventories, there are 
some steps you can take. Periodic 
inventory checks (not by  stock- 
room workers) turn up shortages 
more quickly, enable you to stop 
them. Protect inventories against 
breakage, evaporation and shrink- 
age, because loose protective meas- 
ures invite abuses. Change locks 
when you change stockroom em- 
ployees to prevent thefts that ap- 
pear to be “inside jobs.” 

5. Check refuse disposal. Stolen 
goods are frequently disguised as 
trash to get them out of the plant. 


You can cut costs when you 


RELOCATE WATER COOLERS 


= WATER, that common necessity, 
is often an expensive item in an 
office or plant, either in terms of 
the costs of supplying it in pala- 
table form, or in terms of the 
amount of time employees take 
traveling to and from the water 
cooler. 

In one office where one centrally- 
located cooler served 60 employees, 
the firm saved almost $500 a year 


in man-hours by adding two addi- 
tional coolers to cut down on the 
travel time for water drinkers. 
Despite the cost of water, it may 
cost more without it. Medical stud- 
ies show that workers who do not 
drink adequate amounts of fluid 
suffer from fatigue, sluggishness 
and related effects that come 
from a congested intestinal tract. 
Place coolers near traffic lanes, 
not in them, to avoid congestion, 
and don’t put them near machines 
where operators would be dis- 
tracted by others using them. 


You can cut costs when you 


WATCH TELEPHONE USAGE 


™@ THE TELEPHONE, that indispensa- 
ble tool of modern business, not 
only makes problems of its own, 
but it may be symptomatic of more 
serious defects in company opera- 
tions. Does your company suffer 
from telephone inefficiency? Cor- 
rect it and you may correct other, 
more basic inefficiencies as well. 

The telephone can be the cause 
of considerable unnecessary ex- 





pense. Survey your long distance 
calls. How many of them are neces- 
sary? How many are due to lazi- 
ness, impatience, or errors on the 
part of your employees? You'll find 
that as much as half of them are 
not necessary. 

Survey your company’s telephone 
techniques, too. How much time is 
wasted in improper handling of 
calls? Do inquiries frequently go 
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Savings can be made by applying your imagination in all areas. 


to the wrong people? If much of 
your business is conducted by 
phone, are the people who handle 
the calls located near needed ref- 
erence files? Is a busy switchboard 
operator hamstrung with such sec- 
retarial duties as taking messages 
for people who are out? 

Have you considered establish- 
ing a message center? How are 
your company’s telephone man- 
ners? Bad manners can cost you 
plenty. 


You can cut costs when you 
IMPROVE (OR ELIMINATE) 
FORMS 


® ANY COMPANY that uses printed 
forms in large quantities can al- 
most certainly affect substantial 
savings by re-designing them. Re- 
view your existing forms. How long 
does it take a typist to fill one 
out? How could the form be 
changed so that she could do it 
more quickly? Are errors frequent? 
Is this the form’s fault? Remember, 
it usually takes as long to correct 
one error as it does to fill out a 
form. Does the form contain space 
for non-essential information? Re- 
duce the size of the form and you 
save paper costs. Eliminate a form 
and you save clerical costs. 

If you can simplify the form’s 
makeup, you may save printing 
costs. Whatever the improvement, 
it can well affect savings all along 
the line. Forms that are easy to 
read speed up processing. 


You can cut costs when you 


ECONOMIZE ON 
HOUSEKEEPING 


m= HOUSEKEEPING in a plant or office 
can be expensive. A survey of the 
company’s janitorial costs may sur- 
prise you. It surprised the Nation- 
wide Insurance Co. of Columbus, 
Ohio, which set up a system that 
saved it more than $250,000 a year 
in its 10-story headquarters and 10 
regional offices. The program in- 
cluded upgrading of janitor morale 
by providing them with uniforms. 
calling them “sanitors.” Instead of 
working in teams, as formerly, each 
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sanitor was made responsible for a 
specific area. He was equipped 
with more efficient tools and a 
work methods study showed him 
new and easier ways to do things. 
He now cleans twice as much 
space per day than before. 


he 


\ BP 


i, 


Another aspect of housecleaning 
economy is provided by the Indus- 
trial Sales Counselors, Inc. of 
Louisville, Ky., a firm which cleans 
up some of the country’s largest 
corporations. ISC made a survey of 
costs of maintenance of carpeted 
floors compared to non-carpeted 
floors, found a firm could save as 
much as 50% in cleaning expenses 
with carpets, regardless of the 
amount of traffic. Principal reasons 
appeared to be because carpet is 
quicker and easier to clean, and 
because it acted as a shoe cleaner, 
confining dirt to entrance areas. 

Consider. also the use of me- 
chanical cleaning equipment. 
Mechanized floor scrubbers do the 
work in one-tenth the time, and 
often do it better. Surveys show 
that manufacturing costs decrease 
as cleanliness increases. 


You can cut costs when you 
USE SERVICE BUREAU 
PERSONNEL 


m AS EVERY MANAGEMENT man 
knows, workers and equipment not 
used to capacity mean an insidious 
drain on operating expenses. But 
the need for a full staff to handle 
peak work periods and situations 
often makes it difficult to prune 
staffs to a level that allows full 
employee productivity all the time. 

One solution to this problem is 


that offered by service bureaus 
which provide part-time help on 
hourly, daily, weekly, piece-work 
or project basis. In most cases, these 
workers are amply capable and 
your firm is saved the considerable 
cost of hiring and training your 
own employees, a cost which can 
run as high as $5,000, according to 
a survey by Manpower, Inc. Over- 
load situations, says Manpower, 
are usually chronic, i.e., they occur 
with regularity, and they can be 
predicted and planned for in ad- 
vance. 

Service bureaus also save your 
firm all the paperwork and such 
extras as fringe benefits that go 
with any regular employee, since 
you make only one direct payment 
to the bureau itself. Overtime costs 
are also eliminated and you are 
able to keep your own high-cost em- 
ployees on the work for which they 
are paid. You don't have to use a 
secretary for filing, which is ex- 
pensive. U. S. Fidelity and Guar- 
antee Co., for example, retained 
the manpower of a service bureau 
to overhaul its filing system, a job 
that otherwise would have meant 
hiring extra untrained workers or 
paying overtime to the existing 
staff. 


You can cut costs when you 
PRE-PLAN PRODUCT 
LAUNCHING 


™ THE LONG-RANGE EXPENSE Of suc- 
cessfully launching a new product 
can be cut appreciably by detailed 
planning before the product ever 
hits the market. Edwin de Mes- 
quita, vice president in charge of 
advertising for American Safety 
Razor Co., lists these basic pre- 
market areas as the important ones 
where costs can be cut with a little 
concentrated attention: 

Design and production, market 
testing, advertising testing, display 
testing, packaging and packing, 
storage, sales streamlining, ship- 
ment. 

It’s also a good idea to encour- 
age communications about the pro- . 
duct with other divisions of your 
company, as well as with the trade 
and the consumer. m/m 
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THODS 


By Thomas H. Martzloff 


McKinsey & Co., Inc., San Francisco 


Watch out for 
wage incentives! 


Incentive pay in the plant can boost profit margins. But not 


always. Many an optimistic decision to launch an incentive 


pay plan has ended in regret, and stolen profits. In the long 


run, will you swear by—or at—a decision to try incentives? 


ms Can our operat- 
ing margin be increased by adopt- 
ing a wage incentive plan for 
production workers? 

This question faces top execu- 
tives in many manufacturing com- 
panies right now. 

With costs spiraling and compe- 
tition razor sharp, some firms find 
that even sales increases reflect 
lower profit margins. These firms 
understandably are searching for 
every legitimate way to hold the 
profit line—or improve it if pos- 
sible. 

The spotlight inevitably focuses 
on productivity and unit costs. 
When it does, the proposal of 
wage incentives usually comes up. 

Wage incentives can be one 
answer to the profit squeeze. But 
wage incentives are a tricky and 
risky business. Experience shows 
they don’t always produce the de 
sired results. In fact, the result can 
be quite the reverse of what is 
hoped for. 

Wage incentives involve paying 
extra dollars for production re- 


ceived beyond what is judged to 
be a “fair day’s work.” The familiar 
steps are to 1) set standards 
representing a fair day’s work, 
usually by time study or other 
work measurement; 2) create a 
pay scale to reward the worker in 
proportion to his extra output or 
effort; and 3) run the plan so that 
results are fair to all concerned. 

What determines success or 
failure of such a program? The 
mechanics hold only part of the 
answer. There is a wide variety 
in the techniques so that, with 
adequate know-how, a plan usually 
can be designed to match a com- 
pany’s technical requirements, 

But in determining success or 
failure, the importance of the 
mechanics is clearly overshadowed 
by another factor; the climate in 
which the plan is operated. 

It is top management which 
creates and controls this climate. 
Thus it is top management which 
largely determines the success or 
failure of an_ incentive plan. 
Further, management controls the 
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“There is evidence indicating that today’s worker is frequently 


motivated to beat the incentive system rather than to work harder.” 


vital—and often irrevocable—stakes 
involved in the plan. 

‘The advantages claimed for 
wage incentives programs are well 
known. But examine the other 
side of the coin: some of the less 
attractive and perhaps equally 
typical results. The box on the 
facing page contains four repre- 
sentative case examples of incen- 
tive plans that not only didn't 
work—they backfired. 

Each of these examples repre- 
sents serious trouble. Together 
they point up a problem which, 
if allowed to run unchecked, is 
nearly impossible to solve. Rare 
is the incentive program that can 
be summarily “called off.” 


The roots of trouble 

Trouble in incentive plans can 
stem from a variety of causes, 
but analysis shows that these causes 
probably have two major roots: 


Trouble number one: wage in- 
centive theory may be unsound. 

Plans for incentive wage pay- 
ment to individual workers were 
the rage in the °20’s and ’30’s. 
Firms variously known as “effi- 
ciency experts” or worse were 
largely responsible for installing 
these plans. At the time, incentive 
programs were considered a sym- 
bol of scientific management at 
work. 

Recent findings of industrial psy- 
chologists, however, raise some 
interesting questions about the 
basic theory of worker motivation 
which underlies individual wage 
incentives. While their suspicions 
may not be proved convincingly 
for some time to come, they can 
nevertheless help to explain some 
of the problems experienced. 
Simply stated, there are two ways 
by which a worker can make 
money under an incentive system: 

® He can perform at greater than 
standard productivity and thus 
earn premium dollars. 
™ He can also “earn” premium 





dollars by fighting the wage incen- 
tive system itself. How? By insist- 
ing on selective loosening of time 
standards whether or not the facts 
justify such action. 

Psychologists can offer several 
reasons why employees may react 
in the latter way. That subject is 
beyond the scope of this article. 
Let’s just say that there is evidence 
indicating that today’s worker is 
frequently motivated to beat the 
system rather than to work harder 
and more efficiently and effectively 
for premium pay. 


Trouble number two: companies 
fall short in day-to-day administra- 
tion. 


Four types of difficulty stand 
out. In early stages, they can easily 
escape top management's notice: 

1. Production management is in- 
clined to yield to individual pres- 
sures for more lenient standards 
because each individual contro- 
versy means little in itself. But un- 
warranted management  conces- 
sions relentlessly add up over the 
years to create major labor cost 
dollars without corresponding in- 
creases in productivity. 

2. Industrial engineering time 
and talent is likely to be unequal 
to the task of maintaining up-to- 
date standards as manufacturing 
methods continue to change. More- 
over, when the size of employee 
paychecks is involved even good 
time-study men may lose their 
objectivity as to what standards 
really ought to be. When labor 
relations implications loom large, 
subjective—rather than objective 
—considerations easily hold sway 
in standard-setting. 

3. Employees are understand- 
ably reluctant to accept tighter 
standards even though manage- 
ment has actually improved the 
machinery or the methods with 
which an employee works. Yielding 
to this pressure, of course, robs 
the company of cost reduction op- 
portunities which it has every 
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THAT BACKFIRED 


This company assembles automatic washers and dryers on a moving as- 
sembly line. Its incentive program has been in effect for years, paying 
workers dollars based on how much they beat standard time allowed for 
their jobs. 

When observed, the production line was running at half speed. Inquiry 
revealed that workers were arguing for “looser” time standards on a 
single job involving 2 cents out of a total labor content of $6 per unit. 

Further questioning revealed that slowing the entire line to win a small 
point was not uncommon. This familiar practice of “whipsawing” labor 
standards had been going on in the company for years. 

During this period standards had been “negotiated” (not set objec- 
tively), first on one, then on another job, until uniformly high labor costs 
resulted. Today this manufacturer is barely competitive. Yet, deeply rooted 
labor relations difficulties have continued to block a satisfactory solution 
to the problem. 


This is another concern with a long history of wage incentives. Its man- 
agement expressed an astonishingly unanimous opinion: “We're saddled 
now, but we would never install incentives again.” 

When originally installed, production rose. But over the years, this 
management yielded to a natural series of pressures to loosen standards. 
Creeping wage costs which resulted have placed this company, too, in 
an almost untenable competitive position. 

Further, supervision had nearly abdicated responsibilities. Supervisors 
tried to rationalize the situation: “The wage incentive program motivates 
workers to do their best anyway. Close supervision is unnecessary.” But 
this high labor cost problem continues on for lack of a workable solution. 


This company was seriously concerned about the high cost of industrial 
engineering. And still its industrial engineering staff did not seem capable 
of maintaining labor standards to workers’ or management's satisfaction. 
Even though new equipment and some improved manufacturing methods 
had long since been introduced, industrial engineers had never been able 
to revise job standards correspondingly. 

The inevitable result: a near run-away incentive payment situation over 
which management could exercise little control. 


In this firm the same familiar pattern of pressure to “ease up” on time 
standards had raised labor costs to the point where the manufacturer was 
in fact no longer competitive. 

But this firm had the rare good fortune to be dealing with a coopera- 
tive local union. When labor leaders became convinced that the company 
would have to close its doors, the union—in its own self-interest—allowed 
management to make wholesale revisions in work standards. In a very 
real sense, this action was the temporary salvation of the organization. 


Note: For an excellent review of case histories concerning wage incentive applications, 
see Wage Incentives as a Managerial Tool, by William B. Wolf. Columbia University 
Press, New York. 1957. 143 pp. $3.50 






MAY 1958 








right to claim. Workers, ou the 
other hand, seldom offer  sug- 
gestions for improvement under an 
incentive plan. 

4. An incentive program can ob- 
scure the importance of good 
supervision. In some cases, almost 
total abdication of supervisory re- 
sponsibilities results from the mis- 
taken belief that incentives make 
careful supervision unnecessary. 


improving the odds 

Despite the negative side of the 
picture that has been stressed 
here, important benefits can _re- 
sult from wage incentive systems. 
Many companies are applying 
plans that are extremely successful. 

Where successful applications do 
exist, however, it is rare that just 
superior mechanics in the plan 
have made the important differ- 
ence over the long pull. Most 
experience shows that success is 
made possible by 1) greater than 
average management competence, 
2) diligent management effort, 
and 3) favorable economic climate. 

Further, experience shows that 
the decision to go ahead with wage 
incentives should be based on 
affirmative answers to two funda- 
mental questions: 

@ Are the technical and mechani- 
cal aspects favorable? 

= Is the management climate 
favorable? 

To answer the first of these 
vital questions requires some 
analysis both on the part of top 
management and the _ industrial 
engineers: 

First, appraising the degree to 
which better labor performance 
can influence product cost favor- 
ably. With the steady trend to- 
ward mechanization, direct labor 
is becoming a less important cost 
element in many industries. 

Second, analyzing the “mechani- 
cal” feasibility of setting time 
standards or other measures of 
what a fair day's work should be. 
In some instances, the complexities 
involved in setting reliable stand- 
ards can raise administrative cost 
inordinately. 

Third, studying the type of wage 
payment plan to be adopted. For 
example, higher machine utiliza- 
(Continued on page 72) 
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Katharine Gibbs School tells I OW To h re, 


handle, 
and hold 


a good secretary 





Managers able to get and keep good secretaries are at a distinct 
advantage. Here are ways to avoid the common boss-secretary 


problems, and make your secretary a real executive aid. 
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mms One of our best 
young graduates walked into our 
placement department recently 
and announced: “I’m leaving my 
job.” 

Since she had previously given 
glowing accounts of her work, we 
questioned her closely. 

Being secretary to a sales execu- 
tive was interesting, she said, and 
her $85 salary was above average. 

“But,” she said, “they promised 
me a raise after a year and when 
the year was up they said nothing. 
When I brought the matter up, my 
boss lapsed into double-talk. Then 
I found out another girl had been 
hired at a starting salary higher 
than mine.” 

She went on: “I'll start at lower 
pay next time but I want to work 
for a company that keeps its prom- 
ises.” 

We cite this incident because, 
from where we sit, fuzzy company 
policy on raises seems to be one of 
the biggest single causes of secre- 
tarial turnover. There are, however, 
many other causes of distress. 

With secretaries—especially first- 
rate ones—increasingly difficult to 
come by and keep, the practical 
management man with an eye to 
the high cost of turnover—about 
$200 per secretary—will do well to 
study the situation from the ground 
up. 


What they want 

What does the modern, hard-to- 
get young secretary want from her 
job? Contrary to popular notion, 
all the good candidates are not hot- 
footing it to the glamour fields 
(publishing, advertising, entertain- 
ment), as the chart on page 81 
shows. Nor are they necessarily 
heading for the outfits with the 
greatest supply of potential hus- 
bands (although, of course, some 
do). And even those who do hurry 
into the plusher offices often bounce 
right out again into more solid firms 
with more solid benefits. 

One of the most stable secre- 
tarial staffs in New York City be- 
longs to what can be described only 
as a behind-the-times financial 
house located far off the beaten 
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path of stores, restaurants or, for 
that matter, even good transporta- 
tion. Salaries there are no better 
than in comparable firms, and the 
offices, although comfortable, will 
never win design awards. 

Why this loyalty? When we tried 
to find out, we got answers as simple 
as these: “We feel we're part of the 
team” . . . “We know what's going 
on, sO we're interested” .. . “We 
like our bosses.” 

These attitudes aren’t as vague 
as they may seem at first to the 
employer seeking the magic 10- 
point formula. Companies like this 
one earn these results. 

How can your organization go 
about developing a good, hard core 
of competent secretaries? 

You start with hiring practices. 
Many employers, in our opinion, 
make their fatal errors right here, 
thus virtually dooming themselves 
to expensive fiascos later on. Here 
are some typical errors in recruit- 
ing: 

1. Misrepresenting the job. “He 
said I'd be dealing with people and 
I haven’t even answered a phone,” 
wails a _ disillusioned neophyte. 
Even experienced secretaries com- 
plain they aren’t working for the 
man they were hired to serve—or 
even working in the office they 
thought they'd occupy (“Oops, 
Miss Jones, youre not here in the 
air-conditioned headquarters; your 
department is at the downtown 
office.” 

True, the girl should ask ques- 
tions about anything that is not 
clear, but the employer who knows 
the facts should be as explicit as 
possible in the beginning for both 
their sakes. 

2. Overselling the job. It can be 
disastrous to offer any bait, be it 
“interesting” work, raises, promo- 
tions, travel, responsibility, variety, 
or anything else—that you know 
won't materialize. You're starting 
the girl off with a built-in griev- 
ance. 

Even companies with excellent 
promotion-from-within policies are 
often so busy describing to new- 
comers the heights to be reached 
that they neglected to mention the 


By Mildred J. Langston, 


Dean 
and 


Aline C. Standish, 


Placement Director 
Katharine Gibbs School, New York 


As told to Claire Trieb Slote 





Mrs. Langston Mrs. Standish 


Mildred J. Langston and Aline 
C. Standish are respectively 
dean and placement director of 
the Katharine Gibbs School in 
New York. 

For two reasons they are par- 
ticularly well qualified to advise 
business executives on how to 
hire, handle and hold a good 
secretary. 

First, they have devoted years 
to the job of training and placing 
top secretarial personnel. 

Second, their frequent “coffee 
conferences” with working grad- 
uates provide them with a feed- 
back of comments on problems 
that develop on the job. 

Katharine Gibbs, founded in 
1911, has schools in New York, 
Boston, Providence, R.I., and 
Montclair, N.J. It graduates some 
1,500 young women each year. 
Many take a two-year cultural 
and secretarial course; others, in- 
cluding college graduates, re- 
ceive an intensive one-year sec- 
retarial training course. 

The Katharine Gibbs free 
placement service has come to 
represent the best in objective 
employment counseling. 

Among graduates of the school 
are Carolyn Proctor, secretary 
to John Foster Dulles, Helen 
Darrow, secretary to the presi- 
dent of RCA; Mildred Strachan, 
secretary to Elmo Roper; and 
Nancy Kenny, secretary to the 
president of CBS. 
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Tactics that send a secretary scurrying... 


This list of “terrorist tactics” was compiled informally from inter- 
views with dozens of secretaries. Few honest bosses will fail to see 
themselves in some of the items. 


Do you 


Avoid the words “Please” and “Thank you” when addressing your 
secretary? . 


Habitually burst in at four p.m. with hours of dictation that “must go 
out tonight’—after she’s been twiddling her thumbs all day? 


Talk to others in the office about your secretary’s shortcomings? 


Call her attention to a missing comma by marking up and ruining 
an otherwise flawless letter? 


Hover over her as she performs the simplest task so she’s sure you 
consider her a moron? 


Fail to tell her your plans (or change of plans) so she has no idea 
of how to proceed? 


Shift the blame for your mistakes onto her? 
Overburden her with your (or your wife’s) personal chores? 
“Take out” all your moods on her? 


Require overtime and holiday work of her that you aren't even will- 
ing to put in yourself? 


| Criticize her in others’ presence? 
| Criticize others in her presence? 


'Show annoyance when she’s not a mind-reader? 


| Require stricter discipline of her than is asked of other secretaries in 
the firm? 


|Leave all your unpleasant chores (brush-offs, bad news, etc.) to her? 
| Ask her to change social and vacation plans when no real emer- 
gency exists? 

|Mumble dictation or instructions? 

Expect her to follow your illegibly scribbled notes? 


‘Hold her entirely responsible for your mistakes in grammar, spelling, 


etc.? 
Habitually permit work to pile up on Friday nights? 


Plunge into your dictation before organizing your thoughts and 
references so that she wastes time waiting for you to make basic 


decisions? 





actual starting points. If a girl is to 
begin in a typing pool, say so, and 
give her some idea of how long 
she'll remain there. 

Frequently secretaries have left 
high paying jobs because they feel 
their typing and stenographic skills 
are going to atrophy from lack of 
use. 

3. Misjudging the applicant. 
Mary B. is a competent secretary 
as long as she isn’t overtaxed with 
responsibilities and decisions. Joan 
C. is very efficient, but she’s shy, 
would rather not have too much 
contact with people. Susan G., on 
the other hand, thrives in an atmos- 
phere of tension and high pressure. 
And Carolyn D. is miserable unless 
she feels she’s being given responsi- 
bility. 

Don't just hire (or try to hire) a 
“company type” who will fit so- 
cially into the overall office group. 
Better to get a mediocre girl for a 
routine job than a ball-of-fire who 
will leave anyway, and not without 
considerable grief until she does. 

Incidentally, in sizing up appli- 
cants, companies would do well to 
put more effort into checking refer- 
ences. Best method is to use the 
phone. That way, even a “Yes, she’s 
a fine secretary” can carry a world 
of tonal nuances. 

The key to successful recruiting 
is candid, accurate job evaluation. 
Employment agencies and _ place- 
ment services will be infinitely more 
helpful to you if they work from 
the most precise information you 
can give them. 

But what about the secretaries 
already in your midst—what makes 
them take to the road? 

Most causes of secretarial unhap- 
piness can be traced to two 
sources: the company or the boss. 

Here’s what alert companies can 
do in these and other areas, to curb 
turnover: 

® Raises: Whatever your policy, 
state it at the beginning and keep 
your promises. If you can’t keep a 
promise, explain why. 

Many companies feel that by 
having automatic raises they ve 
licked the pay problem. Actually, 
the secretary worth her salt wants 
monetary recognition of the fact 
that she’s doing more than just an 
adequate job. Automatic raises are 
usually small. Astute companies, 
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which hang onto their secretaries, 
usually supplement automatic 
raises with higher merit raises. 
These are admittedly harder for a 
secretary to come by, and are well 
worth the cost to the employer. 

® Promotions: Nothing is as de- 
moralizing to a secretarial force as 
seeing the big, executive-secretary 
plum go to a rank outsider. Of 
course, if you don't hire secretaries 
with an eye to grooming them for 
top spots, you won't have the right 
caliber of woman available when 
such openings occur. 

We find that the best—that is, 
most stable—secretarial staffs exist 
in companies with the avowed 
principle of rising through the 
ranks. This is usually dramatized 
for younger women by the pres- 
ence of high-salaried secretaries 
known to have started at the bot- 
tom. Prospect of promotion—of 
room for growth—is one of the best 
incentives for superior performance 
day-to-day. 

® Working conditions: Much 
has been said about the spoiled 
secretary who will work only in A-1 
midtown locations, near her favorite 
department stores, restaurants, and 
girl friends—and in offices whose 
decor is best suited to her com- 
plexion and wardrobe. 

Some youngsters do start off 
with unreasonable requirements on 
physical surroundings (let’s not 
forget that many companies won't 
consider a secretary over 30), but 
more mature women usually tend 
to care less about superficial fac- 
tors. 

However, the employer should 
make working conditions as com- 
fortable as possible, whatever the 
nature of the business or its loca- 
tion. Clean, comfortable restrooms 
are a must, of course. Coffee breaks 
are important; so are lighting, me- 
chanical equipment and furniture. 

In general, secretaries can tell 
whether you're sincerely concerned 
with their comfort (and that does- 
n't mean knee-deep carpets on the 
floor) or whether you're concen- 
trating your economies at their ex- 
pense. 

= Procedures: Recently one of 
our graduates left what had started 
out to be an unusually interesting 
job with an industrial design firm. 

(Continued on page 81) 
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.... and qualities that enhance her value 


This check list (which you may wish to drop casually 
on your secretary’s desk) is compiled from Katha- 
rine Gibbs School’s instructions on how a secretary 
can increase her value to her boss. 


Does she 


| Show enthusiasm and pleasure in her work? 


Work at improving her powers of observation, her horizon of appre- 
ciation and knowledge? 


| Plan her time to best advantage, weighing the importance of her 


duties so that urgent ones are done first, others in spare time? 


| Willingly serve in any emergency? 

| Adapt her work methods to yours? 

|Remind you tactfully of matters demanding your personal attention? 
| Anticipate your needs? 


Show that she understands your directions and can carry them out 
confidently? 


Seem able to conduct interviews for you? 
Do personal errands willingly? 
Ask questions during dictation rather than risk mistakes afterwards? 


Remain calm when you’re excited; tactful and efficient when outsiders 
are impatient or irritable? 


|Remain at her desk when she’s supposed to be there, unless called 


away for business reasons? 


Serve as shock absorber, even taking reprimands, occasionally, when 
undeserved? 


| Try to develop background on her job and yours by (with permission) 


studying back files, desk diaries, and even consulting your former 
secretary? 

Protect your interests by keeping you well informed, cooperating 
with other departments and promoting goodwill—in short, winning 
others’ respect for you by showing it herself? 


Act as your office housekeeper, maintaining neatness, and replenish- 
ing supplies? 


| Act as your office hostess, cultivating a cordial manner with all visitors 


whether received or turned away? 


Willingly undertake extra tasks, such as learning to operate switch- 
board, training subordinates, substituting in emergencies? 
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« JAMAICA: 


Door to profits in 


LOOKING FOR A NEW PLANT SITE? 


the world markets 


Unlimited access to untapped “soft currency markets, generous tax and duty relief, 


and the right to take your profits home in dollars—these are the attractions that make 


this 300-year-old Caribbean paradise increasingly inviting to American industry. 


EDITOR’S NOTE: Aware of industry's 
continuing search for new and better 
plant sites, new and better ways to 
profitably invest capital, and new and 
better ways to reach the rich markets 
of the non-dollar world, M/M presents 
this report on one possible answer to 
all three goals. 


Res The Caribbean is- 


land of Jamaica, long a vacation 
paradise, is rapidly becoming a 
business paradise for profit-con- 
scious manufacturers seeking an 
easy entrance to world markets. 

The familiar problem of getting 
dollars out is no problem in Jamai- 
ca: the island is a dollar earner, 
thanks to the tourist trade and the 
fact that it is now a major supplier 
of bauxite (aluminum ore) to the 
U.S. The dollar surplus last year 
totalled $15 million. 

The government of Jamaica, anx- 
ious to accelerate an already phe- 
nomenal rise in the island’s econo- 
my with more foreign capital, has 
set up an array of tax, duty and fi- 
nancing benefits (see box, page 47 ). 

Most attractive of all, according 
to the experience of U.S. firms 
now operating in Jamaica, is easy 
access to untapped “soft currency” 
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markets, that do not have dol- 
lars to spare for U.S.-made goods 
and that are otherwise heavily 
restricted. 

One example is provided by Car- 
roll A. da Costa, who manages the 
New York office of Jamaica’s in- 
dustrial development agency. A 
Jamaica-based manufacturer of 
charcoal broilers, da Costa suggests, 
could import his raw materials from 
anywhere in the world duty-free, 
make his product economically 
(semi-skilled wage rate: 21l¢ an 
hour), and market it in Great Bri- 
tain without suffering from either 
heavy tariffs or the dollar shortage. 

Jamaican exports get preferential 
tariff treatment (about 50% reduc- 
tion) within the British Common- 
wealth, and the profits the com- 
pany collects in sterling can be 
fully converted in Jamaica into dol- 
lars on which there are virtually 
no withdrawal restrictions. 

The government of Jamaica al- 
lows what it terms “dollar repatria- 
tion” for any industry which does 
not constitute a “dollar drain” on 
the island and even makes excep- 
tions in these cases if the industry 
is otherwise “of general economic 
importance” i.e., provides jobs. 


Construction costs on the island 
are low; labor is abundant, able, 
cheap, and easily trained to factory 
methods (see box). Living is rela- 
tively inexpensive and “low pres- 
sure.” The government stands 
ready to help all newcomers. To 
the U.S. manufacturer anxious to 
reach world markets, it all adds 
up to a prospect well worth in- 
vestigating. 


“We'll do anything” 

Assistance to new industry is pro- 
vided by Jamaica’s independently 
managed Industrial Development 
Corp., headed at Kingston by Har- 
old A. Braham, general manager. 
It has a staff of 60 specialists in all 
phases of industry. 

“We will do just about anything 
to assist a new industry in estab- 
lishing itself—that’s how badly we 
need them,” says Carroll da Costa, 
head of IDC’s New York office. 

IDC will make complete market 
surveys, find plant sites, screen 
workers, determine costs of initial 
operation, set up books. 

“We will even build a factory to 
specification and rent it to a com- 
pany for no more than 10% per year 
of the building's cost,” says da Cos- 
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NO DUTY ON IMPORTED MATERIALS CONSTRUCTION COSTS ARE LOW 





Especially attractive to some American industries is the 
aid in financing plant construction often offered by 
IDC. 


Port Esquivel, sea outlet for the bauxite industry, is one 
of more than a dozen ports linking Jamaica with the 
world. 








LABOR ABUNDANT, TRAINABLE LIVING IS CHEAP, PLEASANT 


Long a plush vacation island, Jamaica is actually a 
low-cost tropical paradise for those who live there all 
year. 


Jamaica’s working force, although largely unskilled, 
is eager to learn, intelligent and easily trained to 
factory methods. 






“Jamaica’s problem is putting people into 
employment . . . Our great raw material is 


hands . . . Our consumer market is marginal . . .” 


da COSTA 
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IDC’s da Costa describes advantages of Jamaica to industry. 


ta, “and the building can be pur- 
chased at any time.” 

IDC has been known to make 
construction loans, and in at least 
one instance, to buy several blocks 
of a new corporation’s common 
stock in addition to making deben- 
ture loans. However, the agency 
‘does not specify the exact lengths 
to which it will go for a specific 
firm. “It depends on the circum- 
stances—how badly we want them,” 
da Costa explains. 

It was interested in the America 
Form Brassiere Co. whose manag- 
ing director, Marvin Goldstein, has 
this to say about Jamaica: 

“America Form began opera- 
tions in Jamaica eight months ago 
with 24 machines, and we now 
have 80 machines in the plant. 
Ultimately we will have nearly 
200 machines producing brassieres, 
most of which will be distributed 
in South America and European 
markets. 

“The principal attraction for us 
in Jamaica is the access to sterling 
area markets, together with the fact 
that we can hire English-speaking 
labor—a fact which we have found 
to be particularly helpful in train- 
ing previously unskilled people. We 
have found’ that’ Jamaicans have 
much more interest and understand- 
ing in whatiwe try to teach them, 
and they generally are more dili- 
gent than,the workers in other for- 
eign countries we have observed. 
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“The Government of Jamaica has 
been particularly cooperative in 
helping us to get key people—tech- 
nicians and supervisors—and we 
now have only one U.S.-trained 
supervisor at the Jamaica plant. 

“The Industrial Development 
Corporation also is most coopera- 
tive and competent. IDC built and 
wired our factory, under a lease- 
buy arrangement which is very at- 
tractive to an investor; and when 
we have need for expansion or ad- 
ditional location we will look again 
to the IDC for its services.” 

Jamaica seeks industry which 
meets three criteria: those that 1) 
help preserve the island’s dollar 
reserve, 2) bring in more dollars, 
and/or 3) are of general eco- 
nomic importance. 

Confronted with an unemployed 
or under-employed labor force of 
about 110,000, Jamaica is primarily 
interested in companies with low 
capital risk and high immediate 
employment needs. 

“Our greatest raw material is 
hands,” says da Costa. 

Among the industries which have 
put hands to work is the Morant 
Bay Button Co. Ltd., operated by 
the Strauss Import Co. Its presi- 
dent, Lester Strauss, gives this re- 
port on experiences in Jamaica: 

“We started operations in Jamai- 
ca just a year ago—in January of 
1957—and we are satisfied with the 
results of the first year. 


“U. S. manufacturers can export throughout the sterling 


“We started with a handful of 
local labor, some working on the 
weaving of leather buttons in their 
homes and others working on the 
finishing operations at the plant. 
We originally went to Jamaica be- 
cause labor there was available and 
easily trained. There are now about 
50 home workers and 50 factory 
workers in our company; this will 
be increased 75-80 per cent a year 
until approximately 400 Jamaicans 
will be employed eventually. It is 
our experience that the Jamaicans 
are adaptable, and that they take 
to factory work quickly.” 

Other firms now in Jamaica 
report workers to be _ intelligent, 
alert, cheerful, energetic and easily 
trained for industrial jobs. There is, 
on the other hand, not much of a 
pre-trained labor pool to draw from. 
Another drawback: limited (al- 
though expanding) electric power 
output. For these two reasons, 
Jamaica does not encourage heavy 
or complex manufacturing. 

IDC, however, has just been di- 
rected by the government to launch 
an industrial training program “to 
meet the country’s urgent need for 


Kingston Technical School, part of 
Jamaica’s progressive school system, 
develops skilled labor 
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the development of management 
skills and techniques on all levels 
of responsibility.” For this program, 
IDC has acquired the services of 
the Council for International Prog- 
ress in Management, a U.S, organ- 
ization formerly known as the Na- 
tional Management Council. 

Further attacking the skill prob- 
lem, Jamaica is now pushing a high- 
ly progressive public education sys- 
tem. The program has already re- 
duced illiteracy among the island’s 
1.5 million people from 89% to about 
64%. There is one institute of higher 
learning, the University College of 
the West Indies, associated with 
London University, and a new tech- 
nical college is under construction 
by the government. 


Wages: 14 to 70 cents an hour 


Jamaica works a 45-hour week, 
with wages ranging from 14¢ an 
hour for unskilled beginners, to 17 
to 19¢ an hour for women, and 21] 
up to 70¢ for skilled men. English 
(with a British accent) is the is- 
land’s tongue, so there is no lan- 
guage problem. 

However, inviting as the tax and 
duty relief might appear, plus the 


cost, it is doubtful whether a U.S. 
manufacturer would profit long un- 
less he made his market the sterling 
world. If he used Jamaica as a base 
for shipping back to the U.S., he 
would be hit by high U.S. tariffs. 

“Maybe for four or five years,” 
da Costa says, “an American manu- 
facturer would find he could enter 
the American market quite com- 
petitively, even with the high tar- 
iffs. But it is a temporary situation 
and one I don't believe in. The 
wage rates will go up eventually. 
Remember, it is part of our pro- 
gram to improve the standard of 
living.” 

Jamaica’s button industry does 
do a brisk U.S. business, but the 
bulk of the island’s world trade is 
with the other members of the 
British Commonwealth. Only about 
21% of it is with the U.S. 

Jamaica’s economy has been 
steadily rising since 1950. Through 
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world without getting into currency problems ’ 


cheap labor and low construction ° 
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In Jamaica, there is no such thing as a capital gains tax, and 
income taxes total no more than a flat 40% of the net profit 
“adjusted” for tax purposes. 

But for the new manufacturer, there may be no taxes at all for 
as long as seven years under the terms of legislation enacted re- 
cently by the island’s government to attract investors. Import duties 
are also eliminated, sometimes permanently. 

The key to all these benefits consists of four new laws, any or 
all of which may affect a new enterprise: 


1. The Pioneer Industries Encouragement Law. This law 
provides a five-year exemption from import duties and generous 
tax relief for any industry deemed to be of pioneer nature, i.e., the 
first such substantial enterprise of its kind in Jamaica. Taxwise, such 
an industry could write off one-fifth of its capital expenditure during 
any five of the first eight years of production, plus claiming an 
annual allowance for depreciation. Write-offs may be distributed 
to shareholders or debenture holders tax-free. 


2. The Industrial Incentives Law. This one grants import duty 
exemption as long as the company remains “of benefit to the island.” 
It is supplemented by one of the two following tax relief alter- 
natives: 

a) Exemption from income taxes for seven years. 

b) Four years of tax exemption, with two-thirds exemption the 
fifth year, and one-third the sixth year, after deduction of 
normal depreciation. A company may delay taking the tax 
holiday for three years, while claiming normal depreciation 
allowances. Once the holiday begins, however, no depreciation 
may be taken for four years, but may be resumed in the fifth year. 


3. The Export Industries Encouragement Law. This law allows 
a new company to receive the benefits in the first two laws and, 
in addition, to receive immunity from import duty on raw materials 
and fuel, and on equipment for repair or replacement purposes. 


4. The International Business Companies Law. This grants 
permanent exemption from income tax for any company which 
does not trade in the British West Indies, British Guiana or British 
Honduras. 














Jamaican Labor: willing to learn 


Excellence of the Jamaican as a worker in modern industry is re- 
ported by a number of enthusiasts. Among them is William S. Cole, 
Jr., vice president in charge of Reynolds Metals Corp.’s big bauxite 
operations on the island, the Reynolds Jamaica Mines, Ltd. 

Says Cole: “The Jamaican is willing to learn and dependable 
after he has learned. Nineteen of every 20 top technicians in all 
departments of our company are Jamaican.” 

D. E. Bayliss, managing director of the Ariguanabo Co. of 
Jamaica Ltd., a textile manufacturer, has this to say: 

“Jamaicans are dextrous and readily trained to factory jobs. | 
have been most gratified and impressed by the speed with which 
my assistants have learned to handle new responsibilities.” 








1956, foreign trade increased 160%, 
commercial bank deposits almost 
doubled (from $42 million to $75 
million), and the annual per capi- 
ta income went up from $140 to 
$244. Government expenditures 
last year totaled almost $60 million, 
double the amount for 1950. The 
rate of capital investments, $75 
million in 1956, has gone up an 
average of 22% each year, more 
than 10 times the rate of popu- 
lation growth. 

Eighty insurance companies are 
represented on Jamaica, and the is- 
land supports nearly 50 bank 
branches. All modern commercial 
conveniences, in fact, are available, 
including the inevitable supermar- 
ket and many exclusive shops, plus 
31 hospitals of good reputation. 

There are private schools, British 
in character, but the public school 
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system ranks so high in the opinion 
of William S. Cole, Jr., vice presi- 
dent in charge of Reynolds Metals 
gigantic bauxite operations, that he 
sends his three children to it. There 
are 5,000 miles of good roads on 
the island, half of them paved and 
all generously equipped with mod- 
ern service stations. Mail and tele- 
graph service is efficient. 
Aluminum ore and cement are 
the leading marketed natural re- 
sources, in addition to agriculture, 
which is still considered by some 
the anchor of the economy. Farm 
production, paradoxically enough, 
was significantly stimulated by the 
bauxite mining of Reynolds, Kaiser 
and Alumina Jamaica Ltd. Since 
they began operations in 1950 they 
have been required by the govern- 
ment to restore mined-out land to 
productive agriculture. As a result, 


Reynolds is now the biggest beef 
rancher on the island, reducing 
substantially the earlier need for 
meat imports. 

Other mining operations appear 
imminent, with the island’s 4,441 
square miles being probed with 
high optimism now for iron, cop- 
per and oil in commercial quantity. 
Discovery last year of silica depos- 
its resulted in establishment by an 
American firm of a $2.5 million 
glass works, soon to go into pro- 
duction. 

Altogether, there are some 800 
factories, large and small, turning 
out products that just about cover 
the manufacturing spectrum, from 
bedding to machinery, and from 
textiles and clothing to foods, pa- 
per products and_ kitchenware. 
Jamaica, of course, continues to 
yield the sugar cane, bananas and 
rum for which it was best known 
in years gone by. 

For industrial newcomers who 
want it, Jamaica has created a 
300-acre industrial estate, bisected 
by a government-owned railroad 
which connects the factories with 
the port of Kingston, the seventh 
largest natural harbor in the world. 
Eleven airlines serve Jamaica, 
bringing a large share of the 160,- 
000 tourists who come every year 
and leave $27 million behind. King- 
ston is a port of call for 18 shipping 
companies whose fleets carry Ja- 
maica products directly around the 
world—13 days to Europe, 15 to 
San Francisco, 12 days to Rio and 
25 days to the Far East. The island 
is especially well-located for grow- 
ing Latin American markets. 

Aside from high price of im- 
ported packaged food, living costs 
on Jamaica are reasonable. Con- 
struction, which averages about 
$4.50 per square foot, means you 
can build a four-bedroom, three- 
bath home for under $20,000, or 

(Continued on page 60) 


“Jamaica has a terrific surplus 

of dollars because of bauxite 
deposits sold entirely to the U.S.” 
da COSTA 
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Part 2: This is the second of two articles on packaging. This month we deal 
with industrial product packaging. In March a similar article appeared detailing 
ways to improve packages of consumer products. 


ls your package 


doing its total job? 


Here are six case histories of industrial product packages recently 


redesigned with profitable results. Even if far removed from your 


product area, these cases—and the thinking that went into them— 


will help you evaluate the effectiveness of your own package. 


ME Specialists in the packaging industry 
are continuously improving methods of packaging 
industrial products. New processes, new materials, and 
new applications of standard materials are constantly 
being conceived, engineered, tested and put to use. 
Increased protection, efficiency and economy are the 
three major goals. But in recent years industrial prod- 
uct packaging has been performing a fourth function: 
communication. Manufacturers of industrial products 
have come to recognize that packaging can convey a 
message; that each individual package is an important 
visual reminder of the company; that the surface de- 
sign can help convey the “corporate image,” suggest- 
ing strength, reliability, integrity or other desirable 
qualities; and that there is indirect value in communi- 
cating, through packaging, to those who only see or 
use the product—even though they may never buy it. 


While surface design serves largely as a merchandis- 
ing device to producers of consumer goods, its func- 
tion in the field of industrial packaging can be con- 
sidered as both merchandising and public relations. 

The trend toward careful surface treatment goes far 
beyond mere identification of the product. Design and 
color are frequently employed to relate one line of a 
company’s products to others. More attention is being 
paid to trademarks and their application to pack- 
aging. And packages for industrial products are being 
made as memorable as possible, so that they will 
become familiar symbols in themselves. 

Here are six case studies illustrating how manu- 
facturers of a variety of types of industrial products— 
whose packaging meets the requirements of protection, 
efficiency and economy—have recently adopted new 
surface designs as a communication. 


TURN THE PAGE FOR SIX INDUSTRIAL CASE HISTORIES 


MAY 1958 
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CASE 1 


he Bay State Abrasive Products 

Co. formerly shipped its tiny 
grinding wheels by the hundreds, 
packed loosely in a cloth bag. The 
bags didn’t provide adequate pro- 
tection, and issuance of the small 
parts by both distributor and user 
was complicated. 


The problem: Find a_ packaging 
method to offer greater protection 
and convenience and to keep the 
Bay State name constantly before 
the eyes of users. 


The solution: Austin Industries, 
Inc. developed a new package of 
Bakelite polyethylene which is 
formed into strips of individual, 
easy-to-separate, moisture resistant 
pockets. Trademark of the com- 
pany is printed directly on the 
film to permit ready identifica- 
tion, and the product itself has 
become the design motif of the 
carton in which quantities of the 
wheels are shipped. Unit structure 
of the package simplifies counting 
for shipment and inventory as well 
as for issuance of the parts. 


Clever package, boldly brand-marked 





Filled pockets in the film strip 
are heat-sealed in a single opera- 
tion. When the strip package is 
folded together for shipment, it 
fits into a simple, uncompartmented 
carton, and two walls of polyethy- 
lene separate the contents of ad- 
joining pockets, eliminating rat- 
tling and damage in shipment. The 
strip is easily lifted out of the 
carton, and perforations in the film 





permit individual pockets of grind- 
ing wheels to be torn off as needed. 


Result: In addition to providing a 
quick visual count of stock, the 
new package can be used to de- 
liver all the parts for assembly of 
a single unit of a product in proper 
sequence. And no matter in what 
order the parts are furnished, the 
trademark is always prominent. 





CASE 2 


New trademark adapted to new package 





Eprced Alkali Co., chemicals 
producer, recently introduced 
its new trademark, “The Chemical 
Diamond,” designed by Royal Dad- 
mun & Associates, Inc. At that time 
the package design was outmoded, 
lacked coordination. 
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The problem: To feature a_ uni- 
form, standardized “family” design 
theme with an inherently high re- 
membrance value. 

The solution: Dadmun & Associ- 
ates, working with Diamond’s pack- 
aging committee, carried the con- 


cept of the new trademark into 
packaging, making the over-all de- 
sign simple yet distinctive. The 
mark is an integration of two ele- 
ments—a diamond and a surround- 
ing shape inspired by the tradi- 
tional chemical retort and the cal- 
ligraphic letter “D” from a 15th 
century French manuscript. Colors 
are black and red. 

Layout simplicity, modern letter- 

ing styles and bold colors keynote 
the new Diamond “family resem- 
blance” design treatment, giving 
packages greater visibility, legibil- 
ity and uniformity. 
Result: Diamond considers its new 
packaging line a “products-promo- 
tion team” that, through re- 
peated application, will effectively 
augment this chemical producer's 
broadening sales, merchandising, 
advertising and public relations ac- 
tivities. 


MANAGEMENT METHODS 
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._ years ago National Sup- 
ply Co., a larger manufacturer 
of oil field equipment, retained in- 
dustrial designer Henry Dreyfuss 
to work with its own engineers on 
such diverse products as drilling 
rigs, pumps, torque converters, 
hooks and rotary tables. The suc- 
cess of the project could be meas- 
ured in terms of increased safety 
and efficiency—for a great deal of 
human engineering went into the 
design—and also in terms of the 


visual impact of National’s bright 
new blue and yellow equipment. 
Each piece is boldly dramatic, eas- 
ily visible and readily recognizable 
as far as the eye can see. 


The problem: To give National's 
packaging the same distinction as 
its equipment through a design 
that can be applied at very little 
cost to any of the company’s pack- 
ages, which range widely in size 
and shape to accommodate every- 


Package design coordinated with equipment design 


thing from small couplings to 8-ft.- 
long sucker rods. 


The solution: Henry Dreyfuss de- 
veloped a simple, geometric design 
based on repetitive use of the com- 
pany logotype. It is printed in the 
same vivid blue used for large 
equipment. Detailed product in- 
formation is furnished on bright 
red, yellow and blue labels which 
fit neatly into the over-all pattern 
of any package. The packages are 
geared to appeal to oil field work- 
ers and the design is thus delib- 
erately rugged and masculine in 
spirit. 

Result: Since National’s packaged 
products are distributed through 
company stores on location, com- 
petition as such is not a great 
factor; brand loyalty, however, is. 
Coordinated design of equipment 
and packaging—as well as Drey- 
fuss-designed stores—serves as a 
forceful means of keeping National 
Supply’s name in the minds of 
users of its products—and of ce- 
menting their loyalty. 





CASE 4 


G eneral Foods Corp.'s institutional 

products division is among the 
first of many companies that sup- 
plies foods to restaurants, hotels, 
schools and hospitals to develop a 
line of striking, up-to-date pack- 
ages. Development of a basic de- 
sign came after two years of anal- 
ysis and research conducted jointly 
by the company’s marketing staff, 
its advertising agency, and Walter 
Dorwin Teague Associates, indus- 
trial design firm. A major part of 
the operation has been the recent 
revision of the coffee line. 

For many years, three basic cof- 
fee blends were distributed by 
General Foods in more than 50 
different containers. Brand names 
lacked distinction and the non- 
descript packaging failed to con- 
note quality. 


The problem: Develop meaningful 
brand names. Indicate, through 
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package design, the high quality 
of each brand. Give the packaging 
distinction and drama. Generally, 
transfer the strong brand franchise 
the company holds in the retail 
grocery field to an equally strong 
franchise in the institutional field. 


The solution: The three brands of 
General Foods institutional coftee 
are now clearly identified:“Prima” 
is the most expensive blend; “Max- 
well House” is medium priced; 
“Bouquet” is the cheapest. The 
names “Prima” and “Bouquet” were 
conceived and recommended by 
the Teague organization. “Maxwell 
House” was, of course, adopted 
from the consumer line. 

The new packaging is bright and 
memorable. Due to consistent use 
of a white background throughout 
the entire institutional food line, 
all packages are readily recogniz- 
able as containing products of 


New marketing approach for institutional food 





GF’s institutional products division. 


> 


The familiar “Maxwell House’ 
motif on a blue field, well known to 
the retail customer, has been re- 
tained for the institutional blend, 
but the logotype is now surrounded 
by sunny yellow. “Prima” packag- 
ing has a luxury look and a smart 








brown-and-tan treatment. The de- 
sign of “Bouquet” packages, that 
are rich terra cotta and black, is 
calculated to establish its position 
as a quality product, regardless of 
price. 


Result: The new packages repre- 
sent a complete new look in insti- 





CASE 5 





tutional food packaging and a 
brand new approach to_ institu- 
tional food merchandising. They 
communicate “high quality” to any- 
one who sees them. And at the 
same time, because the design con- 
cept of the entire line is carefully 
integrated, they say “General 
Foods.” 


Drama on a metal drum 


Cc" brand Glyodin, a fruit fun- 
gicide produced by Union Car- 
bide & Chemicals Co., is shipped 
to fruit growers in large metal 
drums. Formerly each drum bore 
a printed paper label which gave 
information and product identifi- 
cation but was apt to deteriorate 
under adverse storage or shipment 
conditions. Recently, the agricul- 
tural chemicals department set out 
to rectify this. 


The problem: To establish a new 
labeling process which will be per- 
manent and, at the same time, will 
give “Crag” prominence over simi- 
lar products manufactured by other 
companies. ° 





The solution: Designer Robert G. 
Neubauer developed a new design 
for “Crag” which is lithographed 
directly onto the drum. Four col- 
ors—black, red, green and white— 
are used, and both brand and prod- 
uct name are dramatized. Stylized 
fruit, keyed to the product's appli- 
cation, is used for ornamentation 
and to make the “Crag” drum read- 
ily recognizable and easy to re- 
member. The entire design has a 
poster-like quality and is visible 
and effective at long distances. 

All necessary data—weight, chem- 
ical content, precautionary state- 
ments, and instructions for use— 
are incorporated into the design. 
And such information will remain 
clear and legible in spite of rough 
handling or inclement weather. Un- 
like the paper labels, there is no 
danger of fading or tearing. 

In spite of the immense advan- 
tage of lithography over the old 
labeling system, the increase in 
cost has been surprisingly minute. 
It amounts to only a few mills per 
gallon. 


Result: The new design is giving 
“Crag” forceful and permanent 
identification, all of the way from 
shipping docks to point-of-use. 





CASE 6 


Package 


short time ago, Industrial Rayon 

Corp. entered the nylon sta- 
ple fibre market. Because of a lack 
of field salesmen and _ because 
IRC was new in the nylon fibre 
field, the company decided that 
packaging should be its first im- 
portant promotional step. 


The problem: To develop a pack- 
age that would make a more in- 
delible impression in the mills of 
customers (chiefly high quality car- 
pet manufacturers) than the pack- 
aging of any competitive firm. 


The solution: IRC spent consider- 
able time and effort analyzing ex- 
isting bales and packaging meth- 
ods for all types of synthetic fibres. 
Finally, the company came up with 
a corrugated, steel-bound, 500- 
pound bale which permits an al- 
most entirely automatic baling, 
packaging and handling operation. 
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launches new product 





Then to make the IRC name 
memorable, a bold surface design 
of red and black was created. 
Baling and packaging nylon fibre 
can be a complicated process be- 
cause of the resiliency of the ma- 
terial. IRC now bales and _ pack- 
ages simultaneously. The staple is 
loaded directly, then automatically 
compressed into the bottom section 
of the new package. The telescopic 
top is positioned, pressure again 


applied, metal bands tightened and 
it is done. 

Result: IRC’s package has proved 
extremely effective, both function- 
ally and as a reminder of the com- 
pany and its product. Small ver- 
sions of the bale containing hand 
samples of fibre are sent to poten- 
tial customers, and even smaller 
replicas have been developed as 
match-book containers for distribu- 
tion within the industry. 


MANAGEMENT METHODS 
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... the electronic 
typing calculator 
that any typist 
can operate! 
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This pre-punched plastic tape 
is the key to the flexible effi- 
ciency and simplicity of the new 
IBM 632. It automatically in- 
structs the machine to perform 
the desired operation, reducing 
clerical error by eliminating 
virtually all manual instruc- 
tions. For a different applica- 
tion, the program tape can be 
changed in seconds. So simple 
is the 632 to operate that any 
typist can learn to use it with 
only a few minutes’ instruction, 





ation with the advantages of high-speed electronic 
computation. It adds, subtracts, multiplies, carries 
totals, computes taxes, subtracts discounts, inserts 
decimal points, stores information in its magnetic 
core “memory,” and types out results, all automati- 
cally—with an accuracy and simplicity of operation 
that will delight your office staff. 

Low in cost, the IBM 632 was specifically de- 
signed for smaller companies seeking accuracy with 
cost-cutting efficiency. Yet the 632 can also be an 
invaluable aid for larger companies where, for cer- 
tain applications, it can be an efficient supplement 
to more extensive data processing equipment. For 
instance, the IBM 632 provides easy, accurate elec- 
tronic billing for any size company. 

Find out how the new IBM 632 can help your 
business cut costs and build profits. Just call your 
local IBM representative today. 








ELECTRIC 
TYPEWRITERS 











25 YEARS AGO IBM introduced its first electric typewriter... 


MAY 1958 


this year IBM continues its leadership with its one millionth electric typewriter. 


(For more information, see last page) 
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Thought Starters deal with “practical solutions to administrative problems.” 





The editor invites contributions—which are paid for at our normal space rates. $ 
t 

PROCEDURES weekly total, there are 13 extra 7 
columns for additional earnings or 

New pegboard payroll deductions, Earnings record holds " 
system saves time complete employee information for ” 
se Teh an entire year i“ 

A new “one-writing” pegboard tha. C 
payroll system has been introduced For more data, circle number 631 ty 
by The C. E. Sheppard Co. on the Reader Service Card. 

Called the Satellite system, it is d 
built around a center line writing COMMUNICATION ir 
gp which uate eager New 8mm projector u 
with one writing, of check or cash ° Self-threadin rojector | 
pay statement, payroll journal threads automatically es e 


and employee's earnings record, in- 
cluding cumulative earnings. It is 
said to provide more payroll data 
faster and with greater accuracy 


Latest newcomer to push-button 
photographic equipment is an auto- 
matic threading 8mm movie pro- 
jector. Known as the Auto Load, 


a film loop is lost because of tear- 
ing or warping, it recovers with a 
touch on the film guide—without 
stopping the projector for rethread- 


safeguards than other systems of its Bell & Howell states it whisks film ing. Li 

type. through the threading mechanism The Auto Load also features a E 
A 12- by 19-inch journal sheet __ in less than three seconds. lens focusing knob that secures 

accommodates a payroll of up to Film is inserted in the threading sharp focus quickly. 

32 employees. Besides daily hours channel and the automatic mech- For more details, circle number pl 

worked, regular and overtime and _ anism takes over from there. When — 626 on the Reader Service Card. sa 


Put ‘“Transferees” on the New Job FASTER... 








SPECIALLY SEALED SEA-LIFT pro- ( 
tects each overseas shipment. North American 
Van Lines is the leader in world-wide moving. 


SKY-LIFT SERVICE, pioneered by North 
American Van Lines, speeds up the delivery 
of household goods and also business products. 


CARE AND COURTESY by North American 
Van Lines’ moving specialists win goodwill 
of transferred employees—and of their wives! 















erican 
EINES, _ Inc. 


Listen to ALEX DREIER, 
‘Man on the Go for 
the Van on the Go," 

every Sunday on Monitor. 
NBC Radio Network 

6:05 PM EST 
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PLANT LAYOUT 


Scale models result in 
less costly construction 


Use of scale models resulted in 
$50,000 savings in pipe and fit- 
tings alone in a $15 million build- 
ing project. This figure was re- 
leased by the American Institute 
of Chemical Engineers in recom- 
mending models as a_ concrete 
communication aid in transmitting 
complicated ideas to less highly 
trained personnel. 

Building prototypes, besides re- 
ducing over-all drafting costs, save 
manhours and time in plant start- 
up. Scale models also reduce the 
number of drawings required and 
often result in better design. 


BUSINESS FORMS 


Looking for savings? 
Examine your forms 
“Adequate attention to basic 


principles of good form design can 
save many business firms from 17% 





to 78% of recordkeeping costs,” says 
an UARCO Ine. executive. Cost of 
a form usually represents only 
about one-twentieth of that of 
typing or processing it. 

Expert re-design of one form 
used by an New York manufact- 
urer reduced basic motion units 
from 819 to 665—a 19% decrease 
in required work. 

To trim clerical costs, UARCO 
makes these suggestions for de- 
signing, writing and _ handling 
forms: 

1. Combine forms wherever pos- 
sible. Carbon and paper cost far 
less than a typist’s time. Study all 
ways to combine forms duplicating 
similar information, such as ship- 
ping orders and packing lists, deliv- 
ery tickets and invoices. Combining 
forms often enables a firm to elim- 
inate an entire typing operation as 
well as the cost of an extra set of 
forms. 

2. Chose the form best suited for 
the job. Autographic registers pro- 
vide an easy and fast way to prepare 
handwritten forms. Unit carbonset 
forms save time otherwise spent in 
assembling sets and inserting them. 


Use of continuous forms saves ad- 
ditional time. 

3. Preprint as much repetitive 
data as possible. Writing time can 
be reduced 5% to 10% by appropriate 
preprinting. 

4, Use check boxes to indicate 
multiple choices. When answers 
are limited to “yes” or “no,” “pre- 
paid” or “collect,” etc., much writ- 
ing and interpreting time is saved. 

5. Designate function and dis- 
tribution of each ply. Colored 
papers allow quick identification. 

6. Proper use of tab stops, 
margins and staright line typing 
eliminates need for hand position- 
ing of the typewriter carriage. 
Such hand positioning takes 12 
times as long as a keyboard or 
tabular stop stroke. 


ADMINISTRATION 


Executive furniture line 
has distinctive design 


Medaillon is the name of the 
new line of modular steel office 


| Happier, with NORTH AMERICAN service 


its WIFE-APPROVED!" 


No Work or Worry—everything handled with utmost care 


Phone your local NORTH AMERICAN VAN LINES 
by skilled moving technicians. 


Agent and Warehouseman now... 


Custom-Fitted Covers for sofa, TV set, other large pieces; 


He’s listed in the Yellow Pages under ‘Movers.”’ Get 
special cartons for small items. 


details of ‘“‘Wife-Approved”’ moving and storage for trans- 
ferred personnel; also North American specialized indus- 
trial services: moving displays, high-value products, etc. 
Or send coupon below. North American Van Lines, Inc., 
World Headquarters, Fort Wayne, Ind. « North American 
Van Lines Canada, Ltd., Toronto. 


Dustproof Wardrobes to keep wearing apparel ‘‘cleaner- 
fresh,” unwrinkled by trip. 


New ‘“‘Sof-Pak’’ Wrap—dishes and glassware kept safe and 
clean, ready to use on arrival, 


On-Time Pickup, Delivery —/leet of 2200 vans controlled 
by nationwide electronic dispatching network. 


Clip thin Coupow! : = = 


North American Van Lines, Inc. 
World Headquarters, Dept. MM-58, Ft. Wayne 1, Ind. 

Send me information on North American Specialized Industrial Services 
as checked below. This does not obligate us in any way. 

(_] Have local agent call [(] Transferred Personnel [_] Exhibit Displays 
{_] High-Value Products [_] Overseas Moving [_] Business Relocation 


**Follow-Thru’’ Service anywhere; agents in more cities 
than any other van line. 









\ GIANT ROAD ATLAS FREE 





to personnel or traffic managers. 
120 large maps, all states, 

Canada, $1.75 value. Call your 
local North American agent 
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MailMaster 


mating 





1,000,000 BOXES IN STOCK 
WIRE OR SEAL CLOSURE 
SUPER STRONG, LIGHT WEIGHT 


: ° / ae <a. . 
VY . / ing or distribution becomes a breeze with 
MWe taping: the G/W correspondence sorter. Use it as a 

V personal file, too. Handsome midnight blue, 


leather-like grained binding. 20 compart- 


MailMaster by 
ments with index tabs. File is 10” by 12” 
letter size. 
Qoon See your G/W dealer or write us for 
BOX COMPANY full information Dept. F-5. 
ATTLEBORO FALLS, MASSACHUSETTS 


NEW YORK—175 FIFTH AVENUE 
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Sorting daily correspondence for fil- 


(*Reg. U.S. 
Trademark) 





Write Today for Catalog, Ci CINCINNATI 12, OHIO 
(For more information, see last page) (For more information, see last page) 





@ The morning mail flows in — and 
stops—at the mail desk. Until Jane 
opens each envelope with a knife or 
dagger. Ten minutes? Maybe more. 
Holding up important correspondence 
— rush orders perhaps! 

@ Such costly delays can be prevented 
by a Pitney-Bowes MailOpener. 

e There are three models, hand or 
electric, and each does its allotted 
work with neatness and dispatch — 
safely trims a hairline edge off any 
kind, size or thickness of envelope, 
never touching what’s inside. And so 
much faster than hand slitting! 


e Free trial: Call the nearest PB office 


for a free trial. No obligation. Or 
write for free illustrated booklet. 


FREE: Send for handy desk or wall chart of 
latest Postal Rates, with parcel post map. 





PITNEY-BOWES 


MAILOPENER 


PITNEY- BOWES, INC. 
4570 Walnut Street, Stamford, Conn. 


... originator of the postage meter... 
offices in 107 cities in U.S. and Canada 


(For more information, see last page) 





furniture introduced by Corry- 
Jamestown Mfg. Corp. 

Dramatically styled, the desks 
and other units incorporate fea- 
tures most wanted by executives. 
Finishes include modern colors as 
well as conservative metallic and 
deep toned browns. 

For more details, circle number 
629 on the Reader Service Card. 


EMPLOYEE RELATIONS 


First aid dispenser unit 


has inspection windows 
Plastic windows on compart- 
ments of a new first aid kit permit 
check of contents at a glance. Orig- 
inated by Davis Emergency Equip- 
ment Co., each unit is also pro- 
tected by airtight cellophane with 
easy-to-open tab. A continuous red 
line signals an open package. 





See-through first aid packages 


A wide variety of medications 
are packaged in convenient sani- 
tary one-application tubes or swabs. 

For more data, circle number 
627 on the Reader Service Card. 


Pay slips point up 
employee benefits 

Here is a low-cost way of making 
workers aware of company bene- 
fits. Cartoon enclosures for pay en- 
velopes contrast modern work con- 
ditions with what they used to be. 

They're printed in every color 
but pink. The series covers -retire- 
ment provisions, advancement op- 
portunities, automation, safer work- 
ing conditions and other benefits. 

Cost per employee for 12 differ- 
ent monthly messages is slightly 
over a cent each. 

For more details, circle number 
628 on the Reader Service Card. 
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THIS IS 
AUTOMATIC | 





Push the button... out. come copies precisely 
like the origingl—reduced, 
enlarged, or same size... 














SENS) 
war pA IZED 
nares NNECESt any 
F i 
on ordinary unsensitized Copy 1200 different docu- 
paper, vellum, or offset ments per hour...a print 
paper masters. in less than three seconds. 


Xerography is the world’s most versatile copying process. Now automatic 
xerography makes it the fastest—bringing the benefits of automation from the 
plant to the office. 

Wherever thousands of original documents—or even one—must be copied 


quickly and economically, look to automatic xerography for the happy solution. Hi ALO a D 
From a formidable stack of letters, reports, forms, drawings, etc.—or from 

: : a Ronee ; : : : ® 
roll microfilm—the XeroX® Copyflo® continuous printer turns out high quality, 


dry, positive prints up to 11 inches wide, ready for immediate use. Prints precise- 
ly like the original emerge on ordinary paper, translucent vellum, or offset paper 
masters at the rate of 20 feet a minute, the equivalent of a full 11-inch print in 
less than three seconds. Write for complete information. Haloid XeroX Inc., 
58-196X Haloid Street, Rochester 3, N. Y. Branch offices in principal U. S. 
and Canadian cities. 
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Vari-lyper 


the machine 
with 


1,000 


faces 


for ANY 
method of 


PRINTING or DUPLICATING 


x Looks like a typewriter... 
¢% Writes like printing. 


Whatever make of duplicator, or pro- 
cess you use, Vari-Typer will give 
you attractive type-matter.. . ‘direct- 
to-master’ or for ‘paste-up’. Instantly 
changeable type styles for any job... 
forms, reports, literature, etc. 


The simplest office 
duplicator can now 
produce a profes- 
sional-looking job 








because your of- 
fice typist uses 
Vari-Typer, with 
many styles and 
sizes of type, to 
meet the exact 
requirements of 
your individual 
printing needs. 





This copy was Vari-T yped. Heads by Headliner 


VARI-TYPER CORPORATION 
SUBSIDIARY OF 
ADDRESSOGRAPH-MULTIGRAPH CORPORATION 


@eeeeeeeoeooeoeoeeeeeeeeeeeee 
VARI-TYPER CORPORATION Dept. S-53 
720 Frelinghuysen Ave.,. Newark 12, N.J. 
Please send me VARI-TYPER Book 


(For more information, see last page) 
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Jamaica 

(Continued from page 48) 

rent one for $60 to $90 a month. 
Maids are available at $5 a week. 

To the newcomer, Jamaica is still 
a tropical paradise, a colorful, pic- 
turesque panorama of blue water, 
white sand and green mountains, 
brilliant with floral vegetation. Liv- 
ing is described generally as gra- 
cious, emphasizing leisure and rec- 
reation. There are nine golf courses, 
plus country, yacht and gun clubs, 
and the most popular sports are 
cricket, football, tennis, fishing and 
swimming. There are modern cine- 
mas, mineral baths and _ taxicabs. 
Contrast between winter and sum- 
mer is negligible with daytime 
temperatures ranging in the 70's 
and 80's all year along the coast. 
Heavy rainfall usually is limited to 
early spring and late fall. 

A British colony for 300 years, 
Jamaica is almost completely on its 
own now as an autonomous part 
of the newly Federated British 
West Indies whose first parliamen- 
tary elections are to be held in 
April. The entire federation then 
became a self-governing unit of 
the British Commonwealth. Jamai- 
ca had already been given internal 
self-control. Since 1944, when a 
new Constitution was adopted 
granting Jamaicans universal suf- 
frage, the island has been governed 
by a popularly-elected legislature 
acting under the British-appointed 
governor, and an executive council, 
appointed and elected, which sets 
policy. In 1953, government serv- 
ices were placed under a minister- 
ial system which last November be- 
came the cabinet. At the same time, 
the British limited the scope of the 


This view of Jamaica’s north coastline 





governors powers to external af- 
fairs. Island politics, generally, are 
two-party, both labor but both 
zealously and ardently pro-Jamai- 
ca, and staunch backers of IDC. 
They are as grateful as the govern- 
ment for U.S. investors. 

Jamaica's present governor is Sir 
Kenneth Blackburne, former gov- 
ernor of the Windward Islands. He 
took office last November when Sir 
Hugh Foot, the strong and univer- 
sally admired governor since 1949, 
was transferred to Cyprus. 

Parliamentary self-rule will be a 
big step for Jamaicans, although 
they have been readying them- 
selves for more than a decade, but 
the change is expected to have no 
effect on the island’s hospitable at- 
titude toward industrial settlers on 
whom Jamaica depends primarily 
for the long-sought prosperity. 


A safe investment 

Said Sir Hugh, as he departed 
for trouble-ridden Cyprus: 

“Nowhere in all my experience 
in the areas in which I have served, 
whether in Asia or Africa or in the 
sphere of the Caribbean—not to 
speak of Central and South Ameri- 
ca—nowhere is there any country in 
which investment is safer than it is 
in Jamaica.” m/m 





MORE DETAILS 

This article covers only the 
more salient features of Jamaica 
as a site for new industry. Addi- 
tional facts, in booklet form, will 
be sent on request. Simply circle 
number 613 on the Reader Serv- 
ice Card in the back of this issue. 











is available from Queen’s Highway. 
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Now...to meet the big Profit Challenge of 1958 


Edison Voicewriter and the Edison Diamond Disc can show you the way to 
more profitable workdays, through new accuracy and speed in handling written communications. 


See how the Edison Voicewriter cleans up paper work, 
and cuts office costs for only 178! a month 


Here’s immediate relief from today’s 
paper-work pressures and costs—the vers- 
atile Edison Voicewriter model VPC-1 
that doubles as dictation instrument and 
secretarial transcriber. 


With an Edison Voicewriter, any execu- 
tive in your organization can immediately 
step up paper-work efficiency—make 
more time for other important work. At 
conferences, at his desk, at home, or on 
the road, the man who uses a Voicewriter 
is always ready to clean up correspond- 
ence and reports fast, at any hour of the 







EDISON SYSTEMS 
FOR EVERY 
OFFICE NEED 


Edison Voicewriter e a product of Thomas A. Edison Industries 


MAY 1958 


day or night. When he gives the Edison 
Diamond Disc to his secretary, she’s 
ready to proceed with typing, with no 
time lost, as with shorthand dictation. 
Try a Voicewriter on Edison’s easy-pay 
plan, and see how you save. 


On an Edison lease plan, the compact, 
double-duty Voicewriter model VPC-1 
costs as little as $17.81 a month—fully 
equipped for use by executive and secre- 
tary. Why not make the decision to lease 
a Voicewriter today? Check the savings 








(For more information, see last page) 


large, initial financial commitments. 


For equipment and systems for offices 
of every size, look to Edison... the organ- 
ization that pioneered modern dictating 
equipment, dial telephone and network 
dictation, and the new All-Purpose Edison 
Voicewriter. 


For information on the Edison lease 
plan, for a free demonstration, or free 
literature, write Edison Voicewriter Divi- 
sion, Thomas A. Edison Industries, West 
Orange, N. J., today. In Canada: 32 Front 






and convenience as you pay, without Street W., Toronto, Ontario. 
* televoice network 
: dictation systems 
¢ portable ¢ dictation through A 
equipment interoffice dial phones McG RAW i 
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THE MAN 
Philip S. Fogg 
Chairman of the Board 


THE COMPANY 
Consolidated 
Electrodymanics Corp. 


THE DESIGNER 
Theodore L. Pletsch 
Pasadena 


Showcase 
for an 
industry 





where they 


the offices 


3 a portion of the roof-top of his firm’s new building in 
Pasadena, Philip Fogg’s office has been designed to highlight the 
achievements of the fast-growing electronics industry. At the same 
time, it provides an atmosphere of calmness and quiet conducive 
to executive decision-making. 


Behind the board chairman’s desk, a conveniently placed instru- 
ment panel controls interior lighting arrangements, the opening and 
closing of fibre-glass curtains that screen a terrace and a sliding 
panel door connecting his suite to the reception area. Louvered 
shutters, electronically controlled, adjust to the movement of the 
sun to provide a constant degree of light throughout the day. 


A combination conference and board room becomes an integral 
part of the chairman’s office when not in use as a meeting area. 
There is also a conveniently located pantry, fully equipped with 
range, refrigerator, serving bar and all equipment necessary for 
luncheon arrangements. 


An air of spaciousness results from flow of one area into the other. Har- 
mony throughout of carpeting, lighting treatment, drapes and furniture 
motifs serve to unify entire executive suite. 
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work 


of successful men 








Executive suite, perched on rooftop of firm’s 
research, engineering and marketing building, 
overlooks landscaped area, employees’ gar- 
den cafeteria and main manufacturing plant. 


Another view of the board room meeting area 
shows how carpeting, lighting and draperies com- 
bine to create an atmosphere of quiet calm. 





Convenient fingertip control of lighting, air condition- Board room meeting area is conveniently close to 
ing, heating, drapes and sliding door is provided by serving pantry, informal rest nook and reception 
instrument panel mounted behind chairman’s desk. area, through open doorway at left, rear. 
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ON THE ST. JOHNS RIVER 


FLORIDA 


This friendly small city is 
opening its arms to industry. 





@ Plenty of desirable factory sites — at 
bargain prices — including railroad sid- 
ing property. 

@ Plenty of industrial water. 


@ Plenty of local labor—capable and 
willing. 


@ Plenty of homesites at low budget 
prices. 


Plus 


@ Barge water transportation to Jackson- 
ville. 


@ Local and State Government coopera- 
tion. 


@ Joys of small town living — fishing, 
boating, golf, with plenty of sunshine. 


@ 40 miles to Daytona Beach — 30 miles to 
New Smyrna Beach. 


VY Check Sanford for a bright future. 


Be our guest for a day or 
two and see for yourself. 


CHAMBER OF GES 


DEPT. 4, SANFORD, FLORIDA 








(For more information, see last page) 
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Who owns your 
employees ? 
inventions ° 


Wise firms take steps to avoid disputes 


uum When an employee creates an in- 
vention, new development or idea pertaining to his 
job, who owns it—the employee or the employer? 

Despite some grey areas in the law which result 
in some understandable disputes, there are a number 
of cases which draw fairly sharp guide lines. The 
cases which follow indicate steps you can take to 
protect your company’s interests. 


Employee’s rights 

A man was employed as manager of a_ plant 
making containers for fuses. On his own initiative he 
conceived and developed a “reusable” container to 
replace the “stripped can” then in use. Although the 
drawings and dies for the production were purchased 
by the employer, the patent application was made 
by and the patent issued to the employee. 

Disagreement arose over ownership of the patent. 
The employer sued, asking for a decree of the court 
that the patents were the property of the employer. 
In its decision, the New York State court refused 
the decree. Said the court: 

“This employee could and did perform the duties 
of his employment in the nature of manager for 
which he was hired and paid, and should not be 
penalized for designing a patentable improvement 
on a ‘reusable’ can which materially benefited the 
employer, nor is his invention the property of the 
employer solely because he was in the general employ 
of the manufacturer when he made the invention.” 

The court supplemented this statement by stating 
the rule of law controlling the disposition of con- 
troversies of this character: 

“The general rule is that in the absence of an ex- 
press agreement by the employee to give his employer 
the benefit of the employee’s inventive genius, the 
employer has no interest in the patents issued to said 
employee, even though it can be said that his in- 
ventive power was stimulated by knowledge neces- 
sarily derived from his employment.” 

Another feature, however, restricts the right of an 
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employee to the undisturbed enjoyment of the 
benefits of an invention which he has perfected on 
the time and with the facilities of his employer. 
This restriction arises when the inventor has been 
employed for the specific purpose of doing that very 
thing. 

Employed by the federal government, a chemist 
was assigned to research for a poisonous gas to be 
used in the fumigation of troop ships. Ownership of 
his invention was later claimed by the employee 
and suit brought by the United States for a decree 
establishing title to the invention in the government. 

In its affirmance of the award of this chemical 
invention to the government, the federal appellate 
court said of this restriction on the right of an 
employee to inventions developed in that manner: 

“An employee performing all the duties assigned 
to him in his department of service may exercise 
his inventive faculties in any direction he chooses 
with the assurance that whatever invention he may 
thus conceive and perfect is his individual property. 

“But this general rule is subject to these limitations. 
If one is employed to devise or perfect an instrument 
or a means for accomplishing a prescribed result, he 
cannot, after accomplishing the work for which he 
was employed, plead title thereto against his em- 
ployer. 

“That which he has been employed and paid to 
accomplish becomes, when accomplished, the prop- 
erty of his employer; whatever rights as an individual 
he may have had in and to his inventive powers 
and that which they are able to accomplish, he has 
sold in advance to his employer.” 


Rules summarized 

In the previously mentioned dispute over the 
“reusable can” patents, the New York State court 
followed as authority the decision of an action of 
similar character by the Supreme Court of the U. S. 
made several years before. There, two government 
employees had been assigned research work in the 
use of radio for the remote control of bombs on 
airplanes and torpedoes in the sea. 

While at work on this project and impelled solely 
by their own curiosity, they perfected and invented 
an apparatus for substituting the ordinary house 
lighting alternating current for direct battery current. 
The federal government claimed ownership of this 
invention and the patents. 

In this action by the government, the Supreme 
Court summarized the rules governing not only the 
rights of the employee to his inventions but the 
corresponding rights of the employer, that have 
since been generally recognized as law by the courts: 

“One employed to make an invention, who suc- 
ceeds during his term of service in accomplishing 
that task, is bound to assign to his employer any 
patent obtained. The reason is that he has only 
produced that which he has been employed to 
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Universal Atlas Cement Co., subsidiary of U. S. Steel Corp., N. Y. C. 


... then tables are 

quickly stored 
under the projection 
boothand... 


it’s an auditorium! 





Custom built for Uni- 
versal Atlas Cement 
Co., this HOWE Fold- 
ing Table has Formica 
top and drop edge. 


Same room, twice the space 
coo with new, custom-built 


HOWE FOLDING TABLES 


Multi-purpose use of valuable floor space at Universal 
Atlas Cement Co. “decreases space costs, increases 
space usage, improves general operating efficiency.” 
So finds Alwyn W. Ogden, Office Manager. 

HOWE Folding Tables are an important part of Uni- 
versal Atlas’ Multi-purpose room set-up. Handsome 
HOWE Folding Tables fold and unfold in seconds, can 
be handled by one man. 

FREE! Make more efficient use of valuable floor 
space with HOWE Folding Tables. For free informa- 
tion, write for illustrated folder today. 

Custom Division 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N. Y. 


| 1 PARK AVENUE, NEW YORK 16,N.Y. MM-58 














| Please send me your free, illustrated folder describing 
| custom-built HOWE Folding Tables. 
| My nam. —-. 

| So RE NER EET 

I Address___ aioe eet 

| | ee Zone State 





(For more information, see last page) 





invent. His invention is the precise subject of the 
contract of employment. The term of the employment 
agreement necessarily is that what he is paid to 
produce belongs to his paymaster. 

“On the other hand, if the employment be general, 
albeit it cover a field of labor and effort in per- 
formance of which the employee conceived the 
invention for which he obtained a patent, the con- 
tract is not so broadly construed as to require an 
assignment of the patent.” 

Underlying this rule, according to that court, is 
a reluctance on the part of the courts to imply an 
agreement by the inventor to assign the patent on 
account of the nature and characteristics of the act 
of invention. 

Said the court: “Recognition of the nature of 
the act to invent also defines the limits of the so- 
called shop right which, shortly stated, is that where 
a servant during his hours of employment, working 
with his master’s materials and appliances, conceives 
and perfects an invention for which he obtains a 
patent. he must accord his master a non-exclusive 
right to practice the invention.” m/m 
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York, April 20, 1956 

Houghton vs. United States, 23 Fed. 2d 386, 
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289 U. S. 178, April 10, 1933 


How to tell a 
"Better Mouse Trap 


from a i 
" Profit Trap 
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Count BOTH and 1,001 
Other Items with 





Compactly set up on stands in tiers, 


LY the Vary-Tally can be supplied in any 
Sad of 66 combinations, up to 6 banks high 


and 12 units wide with a minimum of 


Multiple-Unit Reset Counter —2. units wide. Also single units. 


To know WHICH prod- 
ucts, styles, sizes or flavors 
are “hot”? and WHICH are 
ore heat their feet — 
COUNT! Whether you are 
a manufacturer or mer- 
chant, distributor or dealer 
— Vary-Tallies can tell you 
uickly How Many of 
t, Where and When — 
Now as against Last Year, 


VEEDER-ROOT INC. 
Hartford 2, Conn. 


Last Month or Yesterday. 
Traffic engineers, estima- 
tors, laboratories, ware- 
houses, offices, restaurants, 
mail and phone order de- 
partments, payroll people 
and many others find keep- 
ing score is no chore with a 
Vary-Tally. What do you 
want to count? Write for 
news sheet and prices. 


Chicago 6, Ill. ¢ New York 19, N. Y. 


Greenville, S.C. © Montreal 2, Canada 


® Offices and Agents in Principal Cities 


“THE NAME THAT COUNTS”’ 


(For more information, see last page) 
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How to predict worker performance 


THE EvALuaTION INTERVIEW: PREDICTING JOB PERFOR- 
MANCE IN Business AND INpustry, by Richard A. Fear. 
McGraw-Hill, New York. 1957. 288 pp. $86. 


The problem of evaluating applicants for higher- 
level jobs, with more certainty and less hunch, is the 
subject of this book. The author is vice president of 
the Psychological Corp. in New York. The book gives 
step-by-step procedures for using an interview as a 
selection device, from the moment the applicant comes 
in the door until the report is written. The book gives 
points on being a good interviewer, and tells how to 
evaluate the applicant’s responses. 

Other how-to-sections cover such aspects of the 
matter as aptitude tests and an “interview guide” 
which, says the author, gives the interviewer a “track 
to run on.” 


How to get foremen to lead 


MopuLaR MANAGEMENT AND HuMAN LEADERSHIP, by 
Frank Pieper. Methods Press, Minneapolis. 1958. 288 
pp. $6.50. 


This book, says its author, who is coordinator of 
employee training at the University of Minnesota, 
settles the question of whether democratic or auto- 
cratic method of leadership is most successful. 

Both are necessary, according to the book which 
sets out to show How to act with Whom about What. 

Directed primarily at leaders of workers, it is at 
once a practical manual on how to help workers work, 
and an academic discussion of the general situation 
in which a foreman or supervisor in industry or gov- 
ernment finds himself today. 

Basically, says Pieper, the leader is caught between 
the demands of scientific management and the needs 
of workers for human leadership. 

Although the book recommends making the “lead” 
fit the need, it also condemns “tricky human relations 
techniques that manipulate people.” It is also a “how- 
to” book, tackling with clarity such topics as “how to 
prevent problems and how to solve problems that 
can't be prevented.” 


How to find the facts you need 


INFORMATION For ApMrnisTRATORS, by Paul Wasser- 
man. Cornell University Press, Ithaca, N. Y., 1956. 
375 pp. $6. 

Subtitled “A guide to publications and services for 
management in business and government,” this book 
is apparently an outgrowth of the old axiom that a 
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man’s judgment is no better than his information. Be- 
cause today’s decision-making problems are becoming 
increasingly complex, the sources of information are 
forever growing until the seeker of data is confronted 
by a maze. 

This manual is more than that; it is suggestive in 
approach, covers information sources by category, 
rather than by subject although it contains a copious 
index. It tells where to get facts about almost any 
subject or situation, foreign and domestic, and tells 
which sources are best. The author is librarian at 
Cornell University’s Graduate School of Business and 
Public Administration. 


How to move materials 


MarTerRIALS HANDLING EQuipMEeNtT, by D. Oliphant 
Haynes. The Chilton Co., Philadelphia. 1957. 636 pp. 
$17.50. 
MATERIALS HANDLING AppLicaTions, by D. Oliphant 
Haynes. The Chilton Co., Philadelphia. 1958. 381 pp. 
$12.50. 


These two comprehensive, detailed works by a vet- 
eran consulting industrial engineer may well find their 
way into the hands of anybody who has to take mod- 
ern industrial machinery into account in his planning. 
Although published separately, they are being offered 
by the pubilsher as companion volumes. In Materials 
Handling Equipment, the author covers every type of 
moving machinery, with more than 2,000 line draw- 
ings that show not only their external appearance, but 
how they work. The book carries a detailed index. 

Materials Handling Applications, as the name im- 
plies, is a guide to the economical and effective use of 
handling equipment, including that for the movement 
of liquids. As comprehensive as its companion, the 
book covers all the problems of its subject, with an 
outline of various survey methods to get desired re- 
sults. 


What motivation is all about 


INTRODUCTION To Motivation ResEarcu, by J. George 
Frederick, Business Bourse, New York. 1957. 230 pp. 
$4.75. 


Written by a former editor of Printers’ Ink and Ad- 
vertising and Selling, this book offers a basic, progres- 
sive explanation of motivation research, what it is, 
what it’s good for and why, how it came about, and a 
defense against its critics. 

Frederick, who now heads Business Bourse pub- 
lishing house, says he wrote the book as a ready intro- 
duction to MR for anyone who wants to use this much- 
talked-about technique or merely to understand it. 

The book is divided into 22 chapters, covering all 
aspects of what makes people buy what they do, and 
why. There is also a discussion of the ethics involved, 
and some interesting case histories of MR in action. 
Far from being an unscrupulous technique that its 
critics have branded it, MR is, in Frederick’s words: 

the honest confession of the seller that he 
realizes his duty to make goods that are tailored 
to genuinely fundamental human needs and desires 
whether or not fully realized by the consumer.” 
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Holds 1800 Blue Prints 
for QUICK filing 


Lider. 








BLUE PRINT FILE 
for: CONTRACTORS, ENGINEERS 
ARCHITECTS, DRAFTSMEN 
FACTORIES 












5’ high, 4’ wide 


3’ deep Pat. Pend. 





Created for savings in filing space, time ey ae: 

and effort, Gliders are available for print | i 
widths of 20” to 48”. Gliders obsolete ‘Through the Girect clamp ée- 
peg-type filing and hole-punching. sign of plan holders, you slip 


. Untida = sheets, either singles or 
Your prints “glide” into place. Plan sets, in or out without re- 


moving others. 
—— 


holders are retained from end-to-end, 
with no chance of bending or spring- 
ing. Eye-easy indexes provide you with 
rapid reference. 

All-steel Gliders, finished in a handsome 
grey, harmonize with modern office 
equipment. Extensions are available. 
For longer print “‘life’ and for effi- 
ciency, durability and economy in ver- 
tical filing, specify Glider. Order now Plan holders ‘‘glide” in on 
through the best office suppliers or Stee! tracks, are secured 


; , é from end-to-end, and ‘‘glide”’ 
write for illustrated literature. out with little effort. 


MOM AR INDUSTRIES 4323 West 32nd St. 








Chicago 23, Ill 


(For more information, see last mer 


Force COLUMBIA 


eases tired eyes 
...cuts errors! 


This automatic numbering 
machine prints big #4” high 
figures on filing jackets, 
time cards, job envelopes, 
drawings, etc. Saves eye- 
sight of young and old 
alike and reduces errors, 
too! 6 or 7-wheel capacity 
... consecutive, duplicate, 
repeat action. 
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new low cost Howseumo Walls 





meet space division requirements handsomely 


Low initial cost, streamlined appearance, complete re-usability and easy access to 
utilities...these are outstanding features of the newest addition to HAUSERMAN’S 
complete line of movable interior walls. 


This entirely new wall system presents a perfectly flush appearance with thin 
single-line joints between panels. Its beauty is enhanced by trim 3” thickness, 
proportioned 4” base and slim 21/2” posts between glass lites. You have your 
choice of baked-enamel colors, as well as clear and obscure glass patterns. 

Precision engineering and manufacturing insure complete re-usability when 
new floor plans are desired. Rapid delivery to your job site with fast installation 
by expert HAUSERMAN erection crews insures early occupancy. 

Consult your nearby HAUSERMAN representative for the complete story on this 
new low-cost wall system. He’s listed in the Yellow Pages (under PARTITIONS). 


THE E. F. HAUSERMAN COMPANY 
7334 Grant Avenue, Cleveland 5, Ohio 
Hauserman of Canada Ltd. 


ete A complete 91 Yonge Street, Toronto, Ontario 


: Please send your new partition literature to: 
line to meet iat ill 
avery space sae; - 

*.. division need os ay 
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42” CHAIR RAILS with glass above are 
offered in addition to floor to ceiling 
wall panels and full-lite glass panels. 


MOVABLE HAUSERMAN INTERIOR WALLS 


Free Booklott 
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= 1 i OXFORD PENDAFLEX: 

reecrrowsc seiets | Alanging Folders make 
| top and bottom drawer 

Paces | ling GAME sce 


style filing folders, jumbled in the 











A versatile decimal keyboard, difficult top and bottom drawers. 
designed for easy integration _ But when folders are Oxford Pendaflex, 
into a variety of electrical and file clerks have no trouble. 
electronic systems, is being These remarkable hanging-sliding folders 
neseeted tw Burroughs Corp | publish their identity, and offer their con- 


tents instantly in any drawer. 
File clerks can forget follower blocks, 
two-handed opening of working space, shov- 
ing papers down into place. The time and 
effort saved results in lower payroll cost, 
an end to most misfiling, and a records 
department geared for service rather than 
delay. 
Oxford Filing Supply Company, Inc. 
Garden City, New York 
















Decimal keyboard for digital input. 


The unit, listing at $145, pro- 
vides rapid manual digital input 
for plotters, computers, paper 
tape preparation units, control 
equipment and other systems. 
It has 10 decimal and three op- 
tional assignment keys, comes 
equipped with a three-foot, 41- 
wire cable that includes leads 
for power-indicating light at 
base of the keyboard. The unit 
is also available without housing 
or cable for custom installations. 

For more data, circle number 
605 on the Reader Service Card. 





Prone study course offered 
in computer programming 


For the second year, a home 
study course in electronics for 
business is available from Busi- | 
ness Electronics inc. Designed | 
for people without technical 
training or experience, it is based 
on a course members of the firm 
teach at the University of Cali- 
fornia Extension Service. 

Participants are taught to de- 
velop and program electronic 
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OXFORD FILING SUPPLY COMPANY, INC. 
| 4-5 Clinton Road, Garden City, N. Y. 











systems for such business prob- i‘ { Please send free “File Analysis Sheet” and 
lems as payroll, accounts re- 34 O ac Oxford Pendaflex Catalog. : | 
ceivable and inventory control, es NAME | 
for a theoretical electronic com- L FIRST | 
puter called BEC. NAME sacs 

This unit was designed for in- IN FILING STREET, | 
struction purposes and incorpo- CITY STATE | 
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rates the best elements of com- 
mercially available computers. 
The knowledge the student 
gains from BEC, it is stated, 
can be applied to any compu- 
ter. 

“Programming for Business 
Computers” allows an executive 
or other company representa- 
tive to study at home at his 
convenience for only a few cents 
a day. 

For a free brochure on this 
course, circle number 609 on the 
Reader Service Card. 


(F Reports for management 
on office automation 


Automatic Office Consultants, 
Inc. announces a monthly pres- 





Of course! Many companies have been doing it 
for years, using The Traveletter® System. Shock- 
ing, isn’t it? Crazy idea! Maybe, so — to old- 


fashioned management — but modern manage- 


ment has found out differently. 


The Traveletter System is an established system 
that has provided sound control of travel ex- 
penses for 62 years for many of America’s 
who recognize the ad- 
vantages of The Traveletter System over ordinary 


largest companies .. . 


“Traveletter” Reg. U.S. Pat. Off. 


TRAVELETTER CORPORATION 


entation titled, “The Automatic 
Office—a Monthly Report” on 
the concepts, methods and 
equipment in office automation. 

This periodical report pre- 
sents original editorial material 
of interest to management on 
developments and trends in the 
field. It also reprints, in con- 
densed form, articles from other 
publications that the editors feel 
are important for management 
consumption. News items and 
announcements on related activi- 
ties, equipment and services are 
included. 

Each issue is bound in an in- 
dexed folder ready for insertion 
in a binder provided. A detailed 
cross-index will be furnished 


WHATI... 


‘, let a salesman write 
y~ his own expense checks? 


home office methods of handling travel expenses. 


Besides controlling expenses here’s what The 


Traveletter System does: 

1, Materially reduces the cost of reimbursement 
procedure. 

2. Eliminates cash advances. 

. Simplifies banking procedures. 


4. Aids Sales Department in processing expense 
reports. 


Ww 


5. Assists traveler in authenticating expenses as fe- 


quired by the LR. tax ruling. 


Traveletter’ 


The Modern System for handling 
Sales Expenses . . . Since 1894 


© GREENWICH 4 CONNECTICUT 
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each year for permanent refer- 
ence. 

Annual subscription price for 
the reports is $24.00 in the U.S. 
and Canada; $26.50 elsewhere. 

For more data on this service, 
circle number 610 on the Reader 
Service Card. 


i Analog-digital converter 
is fully transistorized 


A fully transistorized, high- 
speed analog-to-digital conver- 
ter capable of 6,000 independ- 
ent conversions per second has 
been developed by Fischer and 
Porter Co., Hatboro, Pa. 

A solid state converter, it op- 
erates at the rate of 100,000 bits 
per second, has an accuracy of 
plus or minus one-half digit of 
full scale, and a minimum full 
scale of five volts. Preampli- 
fiers can be added for improved 
sensitivities. Output is in ]-2-2- 
4 binary decimal code, although 
any other conventional code is 
available. 





High speed analog-digital unit. 


The converter operates by 
comparing analog input voltages 
with an internal reference volt- 
age derived by summing weight- 
ed current from a precision pow- 
er supply. The conversion is ob- 
tained by push button, or by a 
two-volt transient, externally ap- 
plied. Readings are by neon in- 
dicators. 

For more data, circle number 
608 on the Reader Service Card. 


(F Labor-shy Germany 
aided by electronics 


Confronted by a short labor 
supply, West German business- 
men are showing increased inter- 
est in electronic calculators and 
computers. 

A computer developed by 
Standard Electrik of Stuttgart, a 
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subsidiary of International Tele- 
phone and Telegraph Co., has 
enabled a major mail order 
house to reduce its order de- 
partment staff from 1,200 to 400. 
The company does $80 million 
gross business annually. 

The machine reports if an or- 
dered item is in stock, gives its 
unit cost, the cost of multiple 
units, shipping costs, prints or- 
der blanks in duplicate for the 
shipping department and. for 
each article, and subtracts the 
product from the total number 
in stock. The unit contains 
14,000 transistors, 60,000 diodes 
and a total of 185,000 contacts, 
but uses no more power than 
an ordinary hot plate. 

Considerable interest is also 
being shown in the first calcula- 
tor developed independently of 
American patents. A product of 
the Zuse Co. at Neunkirchen, 
it is considerably less expensive 
than U. S. models and is simpler 
in construction. Operated by 
perforated tape, the machine 
adds and subtracts only, but is 
capable of division and multi- 
plication in terms of 0 and 1. 

Zuse requires three weeks to 
manufacture the calculator, and 
its output for the next 10 
months is already sold. 


For more data on the computer, 
circle number 602 on the Reader 
Service Card. 

For more data on the calculator, 
circle number 601 on the Reader 
Service Card. 


(A Folder explains ways 
to check computer accuracy 


A mathematical error commit- 
ted by any of the speedy elec- 
tronic computers used in busi- 
ness data processing can pro- 
duce weird results. A non-tech- 
nical explanation of the two 
ways of checking computer ac- 
curacy is available in booklet 
form from the Remington Rand 
Univac Division of Sperry Rand 
Corp. 

The folder compares the val- 
ues of built-in, self-checking cir- 
cuits with spot-checking pro- 
cedures. 

For a free copy, circle number 
607 on the Reader Service Card. 
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Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 
one of its type, is being offered by Busi- 
ness Electronics Inc. Designed for people 
without technical training or experience, 
it is based on a similar course members 
of the firm developed and are teaching 
at a large University. 


Students are taught to develop and pro- 
gram electronic systems for business 
problems such as Payroll, Accounts Re- 
ceivable, Inventory Control, etc. for a 
theoretical electronic computer called 
BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. “Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience for 
only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational 
Division, 420 Market Street, San Fran- 
cisco 11, California. 


(For more information, see last page) —__ 








Miniature Product 
Reproductions 


Sel/ Recognition 





Miniatures of your product on prac- 
tical jewelry creations offer recognition 
that’s always selling. We would like to 
show you what we can do with your 
product. Why not write us today? 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Emile Manufacturers Sina 1861 


95 Chestnut Street, Providence, R. I. 
ES LA SEIDEL EE ULL TEL Se REAR SG 
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can increase 
your present filing 
capacity by almost 


200%! 


America’s First and Foremost Shelf Filing System with — 


more 

FILING CAPACITY— 
Visi-Shelf units are 
available with from 
7 to 10 Openings 
High (or up to the 
ceiling if desired!) 


more 


RECORD PROTEC- 
TION — Patented, 
light weight Doors 
available on all 
Visi-Shelf units! 


OVER 4,000 VISI-SHELF 
INSTALLATIONS IN ALL 
PHASES OF AMERICAN 
BUSINESS SINCE ITS 
INTRODUCTION A 

FEW YEARS AGO! 





more 

FILING PRODUC- 
TION — Visi-Shelf’s 
exclusive “Facile 
Guide Pull” pro- 
vides more accur- 
ate filing; quicker 
reference! 


Write today for free 
catalog and name of 
nearest dealer. 





VISI-SHELF FILE, INC. 225 Broadway, Dept. G-5 New York 7, N. Y. 


(For more information, see last page) 











An easy way to 


MAKE 
IMPORTANT 
SAVINGS 


on multiple shipping 


Savings of $5,000, $10,000, $15,000 
a year are now being made by 
regular Sten-C-Labl users 


If you regularly address 5 or more cartons 
per shipment you can make important 
savings and avoid costly errors by address- 
ing your multiple shipments with 
Sten-C-Labls. 





—Here is how it’s done: 





As a by-product of office procedure 


You can prepare Sten-C-Labls at the 
same time as your invoice, order, bill 
of lading or shipping papers—what- 
ever your procedure or equipment — 
manual or electric typewriters, elec- 
tric billing or accounting machines, 
slavemachinesor various DPsystems. 


Imprinting direct to PANL-LABL on carton 


Your shipping department makes un- 
limited impressions with Sten-C-Labl 
Applicator direct to PANL-LABL 
printed on carton at no extra cost. 
Eliminates expensive, time-consum- 
ing gummed labels. All addressing 
errors, mis-shipments and repetitive 
writing are avoided. 


THERE’S A STEN-C-LABL TO FIT EVERY MULTIPLE SHIPPING NEED 


These three basic styles are available in a large number of differ- 
ent sizes as well as in continuous forms for separate writing. 
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Blank STEN-C-LABL to im- 
print on gummed labels, 
tags or PANL-LABLS. 


You might be shocked . 


Stock "Ship To" STEN-C- 
LABLS direct to carton— 
no gummed labels. 














Special die-impressed 
STEN-C-LABL includes 
your name and address 
—direct to carton. 


. to find how antequated and out-dated your present 
method of addressing multiple shipments actually is. Old 
style addressing methods don’t fit with modern streamlined 
production. Five minutes of your time in checking your mul- 
tiple shipping procedures may save you thousands of dollars. 






FREE BROCHURE gives full details! 


Protected U.S. Patent No. 2,711,026 














ee 1 
STEN*C*LABL, Inc. ; 
MM-5, - 2285 University Ave., St. Paul 14, Minn. | 

| Please send me FREE Brochure on saving with 

i STEN-C-LABLS 

1 Name | 

Company | 

Address 

j City State 

EEE LS en eee ae ee aS gO 
IN CANADA: WEST EQUIPMENT CO. 
MAIL TODAY!, 


1010 Lakeshore Road » Toronto 14, Ontario 
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Watch out for 
wage incentives 


(Continued from page 39) 


tion rather than greater worker 
effort may be the secret to greater 
manufacturing margin. Incentive 
plans which pay off on worker's 
extra physical effort—particularly 
on machine-controlled jobs—can 
do little to further the company’s 
real objective: unit cost reduction. 

Top management itself must 
seek an answer to the all-impor- 
tant question of whether the man- 
agement climate is favorable. 
Tough-minded examination should 
indicate the presence of the follow- 
ing conditions; these are the real 
keys to long-term success with 
wage incentives: 

Top management realism: Man- 
agement needs to be brutally re- 
alistic in evaluating those things 
involved in making wage incen- 
tives work well. Management at 
all levels must demonstrate a 
willingness to pay a stiff personal 
price for success—a willingness to 
set and maintain consistent, hard- 
but-fair policy, to apply deep 
thought, and to spend adequate 
time on the inevitable day-to-day 
controversies which arise. Any 
management unwilling to pay this 
price—and there are some—is 
doomed to be at the mercy of 
never-ending worker demands for 








ABOUT 
THE 
AUTHOR 


For the past eight years Thomas H. 
Martzloff has been associated with the 
San Francisco office of McKinsey & 
Co., Inc., management consultants. 
He has counselled clients on a variety 
of top management problems in the 
fields of organization, personnel and 
manufacturing operations. 

Professionally, he has held offices 
in the American Institute of Industrial 
Engineers and the American Society 
for Quality Control. He has authored 
numerous articles on the concept and 
application of successful business 
management practices. 
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standards modification. Once man- 
agement’s dedication to objectivity 
begins to slip, the road back is 
indeed a difficult one. 


Skillful supervision: Middle man- 
agement, right down to the front 
line foreman and supervisor, con- 
stitutes a principal element in the 
failure or success of incentives. Ex- 
perience shows that rather than 
give up their prerogatives, super- 
visors must become even more 
skillful in training workers, in han- 
dling delicate labor relations mat- 
ters, and in holding the line against 
unreasonable labor demands. They 
must also play an important role 
in fostering clear understanding 
of the economies, psychology, and 
the implications of wage incentives 
to the individual worker and to 
the union. 

Obviously, such skills cannot be 
developed over night. Long expe- 
rience and a high order of super- 
visory talent is necessary before 
wage incentives should ever be 
considered. 


A mature labor relations picture: 
Too often, wage incentives are ex- 
pected to smooth out otherwise 
rough labor relations. Instead, ex- 
perience shows that incentive 
programs can add fuel to an al- 
ready smoldering fire by provid- 
ing causes for grievance, causes 
for poor morale and_attitude, 
causes for work slowdown or out- 
right strike. 


The company considering wage 


incentives should long ago have 
developed an atmosphere of 
mutual respect and trust with its 
workers and their authorized rep- 
resentatives. Good labor relations 
need to be working for—not against 
—the management that wishes to 
inaugurate a successful incentive 
pay scheme. 

Recognition of wage incentive 
dollar costs: Management must be 
ready to shoulder the overhead 
essential to an efficient and effec- 
tive incentive program. The con- 
tinuing expense of maintaining 
labor standards and administering 
a wage payment program often 
surprises companies with newly es- 
tablished incentive systems. Rap- 
idly changing technology demands 
that jobs be restudied by a corps 
of salaried industrial engineers, 
that new methods be established, 
that new job standards be devel- 
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| UNION 
| CARBIDE | 


B.EGoodrich 2 
Carrier 


Pillsbury 
.@ 


Budweiser 


Firestone 


A 
Weidwood X 


Known by 
the companies that keep it 


THE A.B. DICK OFFSET DUPLICATOR, MODEL 350. 
Who uses it? That is always a key question about any 


product. The trademarks above give the answer about 
the A. B. Dick offset duplicator, Model 350. 


To find out why such top firms have made the 350 their 
choice, mail the coupon below. Or call your distributor 
of A. B. Dick products. He’s listed under Duplicating 
Machines in the classified section of your phone book. 


A-B-DICK 


DUPLICATING PRODUCTS 





A. B. DICK COMPANY, Dept. MM-58 
»% 5700 West Touhy Avenue, Chicago 31, lilinois 


Please send more information about the A. B. Dick Model 350 
offset duplicator. 


Name 
Position_ 
Company 
Address 
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INSTANTLY YOURS AT ALL TIMES... MANAGEMENT CONTROL 


You're face to face with descriptive accounting’s 
most exciting performer—the Burroughs Typing 
Sensimatic accounting machine. Like a modern-day 
Aladdin’s lamp, it delivers all the support you could 
want for your decision-making responsibilities. It 
gives you figure facts that are news, not history. 





THE BURROUGHS ©, 


Complete facts. Up-to-the-instant facts. Does this 
through high-speed, jam-proof typing. Through an 
increase of fully automatic operations. Through 
versatility, quickness and control features you’ll want 
to see, too. Call our nearby branch today. Burroughs 
Division, Burroughs Corporation, Detroit 32, Mich. 


Burroughs and Sensimatic—T M’s. 


TYPING SENSIMATIC 


(For more information, see last page) 
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oped constantly. Such maintenance 
activities are a “must” if incentives 
are to work effectively in the 
company’s best interest. And cleri- 
cal costs of administering some- 
times complicated payment plans 
also need careful study. It is too 
easy to underestimate these dollar 
costs in calculating incentive plan 
pay-out. 

Even these kinds of expense do 
not include hidden costs involved 
in grievance handlings, in‘ discus- 
sions of controversial issues, or the 
costs involved in making special 
studies and analyses required to 
solve difficult management-worker 
problems. 

In all honesty, managements 
rarely—if. ever—know accurately 
the total costs involved in adminis- 
tering and maintaining a wage 
incentive program. 

=xperience with effective man- 
agement controls: In the final 
analysis an incentive application is 
merely a refinement of good man- 
agement control and motivation 
techniques. Before any company 
undertakes such a program, these 
management tools should already 
have been in successful operation 
for considerable time: 

® Well-defined company policies 
and objectives which actually work 
in day-to-day practice. 

# A sound pattern of basic wage 
rates built upon job evaluation. 


® Responsibility accounting 


which allocates operating expenses . 


to members of management and 
supervision who are actually re- 
sponsible for incurring those costs— 
right down to the level of the front 
line supervisor. 

®# A well-oiled supervisory train- 
ing program which continually re- 
freshes the older hands and up- 
grades supervisory know-how 
among young men. 

™® Engineered labor standards 
against which to measure labor 
performance. (As a matter of fact, 
much can be accomplished by 
properly applying engineered labor 
standards alone—without ever using 
them as the basis for paying an 
incentive wage. ) 

If all these management climate 
indicators are favorable, adding 
a program for incentive wage 
payments is like spreading frosting 
on an already baked cake—while 
it improves the result, it also comes 
last. m/m 
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EXPANDER CABINETS 





Ask the man 
from Acme 


to show you 
samples 





Your Filing Met 1ods | 


p-Nem es /ISIBLE 








st as Your Machines? > 











speeds the availability of 
source material 

provides accessible filing 
of the products of 


AUTOMATION | 


























Electronic machines produce punched cards and 
tapes at astounding speed. Once punched many 
become permanent records to be used over and 
over again. Acme Visible Records and equip- 
ment provide for filing and fast finding, with 
SEEABLE indexing that speeds the handling of 
this material to keep pace with the machines. 


ACME VISIBLE RECORDS, INC. 
Crozet, Virginia 


District Offices and Representatives 
in Principal Cities ; 


tk ii lesbo cae 0 











ACME VISIBLE RECORDS, INC., Crozet, Virginia c.558 


We are interested in filing 

(J Tapes (approx. length) ——-—___—__—— 

[([] Edge-punched cards “iy 
[) 1.B.M. Cards 

(CD Have representative call. Date ________. Time 





(Approx. number 
of records) 
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NCR PAPER DOES IT!... produces cleaner, clearer copies 


Business forms users everywhere are dis- 
covering that NCR Paper speeds up 
their work. Without using carbon paper 
or even any carbonization, this amazing 
paper makes perfect copies of sales slips, 
invoices, premium notices, stock requisi- 
tions—any one of hundreds of applica- 
tions where clean, clear copies are needed. 

Non-smearing NCR Paper, perfected 
by the research laboratories of The Na- 
tional Cash Register Company, elimi- 
nates smudging of copies or fingers and 


ANOTHER PRODUCT OF 


is easy to handle because it requires no 
carbon inserts. Up to five legible copies 
can be made with a standard typewriter, 
ball-point pen or pencil and eight or more 
with a business machine or electric 
typewriter. 

NCR Paper is simple to use. Just put 
together several forms. Copies are ob- 
tained from hand written or business 
machine or typewriter forms. Finished 
copies are always neat and clean, easy 
to read. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Onio 


989 OFFICES 
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IN 94 COUNTRIES 
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Have your forms printed on NCR Paper 
by your present forms supplier. You’ ll be 
amazed how easily it solves the problem 
of producing multiple copies. You'll get 
better, cleaner copies in less time! Phone 
your present forms supplier, to- 
day, for further information. * 


eee 
a 4 


3 








*TRADE MARK REG. U.S. PAT. OFF. 


NCR PAPER AND SUPPLIES 
ACCOUNTING MACHINES 
ADDING MACHINES ¢ CASH REGISTERS 
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Don't brush off 
job applicants 


Today's rejected job hunter 
may be your firm’s cus- 
tomer tomorrow. 


Gees Companies en- 
countering the current increase in 
job-hunters have an opportunity to 
gain goodwill for themselves and 
their products in the way they 
treat applicants. 

Here's a case in point: 

Several years ago a young high 
school graduate walked into the of- 
fice of a Pennsylvania contractor 
looking for a job. There weren't 
any jobs, but the owner took time 
to talk to the youth and suggest 
some other companies where he 
might find work. Just recently, this 
contractor was awarded a contract 
to convert a large manufacturing 
plant. Curious as to how he hap- 
pened to be invited to bid, he dis- 
covered his name had been pro- 
posed by the young job seeker of 
years before who now was an en- 
gineer with the realty company in 
charge of the project. 

Unless you interview job appli- 
cants personally, you may not be 
directly concerned with the prob- 
lem, or aware of the manner in 
which other members of your firm 
handle these applicants. Compa- 
nies which have personnel depart- 
ments, of course, are alert to the 
necessity for a thoughtful rejec- 
tion, but in other firms it is up to 
telephone operators, secretaries, 
receptionists and junior executives 
to avoid making the applicant feel 
like a beggar asking for a handout. 


No dead files 

If your company requests all job 
seekers to fill out application 
forms, you can enhance your stand- 
ing by either notifying them of 
their rejection, or by assuring them 
that although there are no vacan- 
cies now, their application will not 
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Keep inactive re $2 
neat with Liberty Storage . 
find them sturdily built... and $0 eCo- 
nol ical. The cost of a Liberty Box over 
Fevear period figures out at just 
ear! Write today for free 
out how Liberty Boxes 
wer record storage costs. 
rs and office equipment 
st to coast. 


SIBOX CO. dept. mm-s 


venue * Franklin Park, Illinois 
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FOR MEN AT THE 
APPROVAL LEVEL 


The base of an office chair car- 
ries the load and takes the hard 
knocks. People kick it, scrape it, 
bump it and grind sand into it 
with their feet. No wonder the 
ordinary base looks shabby even 
in a few weeks. 


You could save money if you 
could buy office chairs with 
bases that would never need re- 
finishing and never wear out. 


Sturgis office chairs with fiber 
glass bases cost no more than 
most ordinary chairs. The Sturgis 
fiber glass base is unbelievably 
strong and tough. It will never 
need to be refinished because 
there is no finish to scuff off. In 
short, it will never wear out. 
When it gets dirty wipe it off 
with a damp cloth and it will 
look like new. 


Write for a folder showing 33 
models of Sturgis chairs, 15 with 
fiber glass bases. Hundreds of 
smart, modern color combina- 
tions are available. 

The Sturgis Posture Chair Com- 
pany, Sturgis, Michigan. Gen- 
eral Sales Offices, 154 E. Erie 
Street, Chicago 11, Illinois. 
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/\ASTATE INSURANCE CO. TESTS 
and SELECTS PEIRCE DICTATION 


dence handling . . 


4,000,000 customers can’t be wrong 
Allstate Insurance Co. has cut “red tape” 
claims fast — often “on the spot!” PEIRCE DIC- 
TATION machines were selected for home and | gy py. 
branch offices as best to speed and ease correspon- 


to pay 






WORLD'S MOST COM- 
PLETE AND LOW COST 
DICTATION SYSTEMS... 
tailored to specific company 
requirements. 

¢ reusable dictation belts 

© outstanding magnetic clarity 

¢ individual, combination, networks 


BATTERY 


PORTABLE 
full facility 







book size 


. facilitate quick customer serv- }-------<<----<<- ae 
ice. PEIRCE produces better letters at less cost. 
Allstate underwriters (above) simultaneously 


PEIRCE DICTATION SYSTEMS 
5900 Northwest Hy., Chicago 31, II. 


erase unwanted phrases while redictating changes | Send ““USER'S REPORT" File 


in context. Error-free belts are dictated and tran- 


scribed up to 40% faster. 


PE a 








the name that dictates progress 


name. 








company 


address 








city. zone___stote. 
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THOMASTON, CONNECTICUT 


SAVE 60% 
floor space with VERTI-FILE 


Your most effective way to gain floor space and save rent is with 
vertical filing by modern Deluxe Verti-Files. In a 250,000 file- | 
folder file installation, old-fashioned drawer files occupy 1,704 
sq. ft. floor space, but Deluxe Verti-Files use only 754 sq. ft. 
Compact Deluxe Verti-File is free-standing, rigid shelving by 
America’s leading boltless steel-shelving maker. Call your nearby 
Deluxe dealer (see yellow pages) or write for Catalog 416. 


filin 
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In AUTOMATIC DATA PROCESSING 
the PRE-INPUT STAGE 
is as important as the 


GUN 


is to the 


HUNTER! 


. .. and we are proud to be 
helping to score a hit for 
automatic data-processing sys- 
tems with electronic pre-input 
equipment. 


(For more information, see last page) 





How To Get Things Done | 





yy Gives Graphic Picture of Your Operations 
Spotlighted by Color 

yy Facts at a glance—Saves Time, Saves 
Money, Prevents Errors 

xxv Simple to operate—Type or Write on 
Cards, Snap in Grooves 

yx Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

yy Made of Metal. Compact and Attractive. 
Over 250,000 in Use 


Complete price $49°° including cards 


FREE 24-PAGE BOOKLET NO. M-200 











Without Obligation 





e 
1IYL©e 
CORPORATION 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street *« New York 36, N. Y. 


(For more information, see last paae) 


DELUXE METAL FURNITURE COMPANY, Warren 17, Pa. 
A Division of Royal Metal Manufacturing Company 
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go into a dead file. It doesn’t hurt, 
either, to thank them for thinking 
of you. 

One eastern metal stamping 
company promotes goodwill by 
telling each job applicant approx- 
imately when a decision will be 
made regarding a vacancy. It then 
notifies him in writing, thanking 
him for applying, and expressing 
the hope his qualifications will in- 
terest the company at a later date. 

This practice was established by 
an executive of the company who 
remembers when, back in the 
1930’s, he was “on the outside look- 
ing in.” Some of his experiences 
with apparently reputable compa- 
nies made a deep and lasting im- 
pression. 

“In fact,” he says, “the shabby 
treatment I received in some in- 
stances still influences my selec- 
tion of suppliers.” 

Some firms are courteous enough 
to possible new employees when 
the demand for workers exceeds 
the supply, but they are often lax 
when the situation is reversed. 

Management should remember 
that each applicant may have 
made a considerable investment— 
in money, travel, time, food, cloth- 
ing and research—to prepare him- 
self for an interview. 


How to win friends 

Here are two other concrete 
pointers on handling job applicants 
that will gain you goodwill. 
@ Distribute instructions on han- 
dling job seekers to all employees 
who will come in contact with 
them. 


= Give the applicant something to 
take away with him. If you can’t 
prepare booklets or pamphlets, or 
offer a sample of your product, 
there’s nothing wrong with a copy 
of an attractive annual report. 

Some firms have found it pays to 
go even further with measures 
such as these: 


m Provide special room with desks 
and writing equipment away from 
the flow of traffic where the ap- 
plicant can fill out forms without 
feeling he is on exhibition. 

m@ Arrange a display of company 
products in the reception room, or 
set up a push-button motion pic- 
ture projector to tell the company’s 
story briefly but vividly. m/m 
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Tidewater Oil Company stuffs 1,000,000 
invoices plus advertising pieces per month 
with the Phillipsburg Inserter! 


FLYING 





Phillipsburg Inserter installation at Tidewater Oil Co., Los Angeles 


Cycle Billing Problems ? Phillipsburg Inserter simplifies, speeds cycle billing ! 


Manned by one operator, the Phillipsburg Inserter— with exclusive vacuum 
feed—stuffs invoices, credit cards, advertisements and return material into envelopes, seals, 
prints indicia, counts and stacks—at rates up to 6,000 pieces per hour! Pieces come off the 
machine fully processed ... accurately stuffed... all ready for the Post Office. Tidewater 
is thus able to mail statements early, receive remittances promptly, audit on schedule and 


hiaeal 
close cycles on time! N EVV | Phillipsburg Inserter with Feed Table eliminates 


need for stapling bills. Send coupon for details. 


FINER PROOUCTS THROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
Successor to Inserting and Mailing Machine Company 


Bell & Howell Phillipsburg Co., Phillipsburg, N. J. 


Please send () ““Wider Horizons” brochure 
[) Information on New Feed Table 


Name 





Firm 





Street 





All businesses can save with the Phillipsburg inserter! 


City Zone 
Mall coupon for “‘Wider Horizons" brochure... 


State. 








MM-5-8 
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apace with onrushing Science 


In speed, in accuracy, in overall performance, 
Monro-Matic® Calculators are far ahead. Where 
other calculators depend on human decision, 
Monroe Calculators work automatically saving 
time, saving money, reducing errors. 


Monro-Matic Calculators are being bought today 
by top companies like these: 





LOCKHEED 





UNITED STATES 
LINES 

















nakelt Molo RZehala:t> to] (40) Co} t-) aan - 


im the aikido MONRO 0) 3 


For the greatest savings ...choose the world’s e 


for CALCULATING 
Monroe Calculating Machine Company, Inc., Orange, New Jersey ¢ ADDING « ACCOUNTING 
Offices for sales and service throughout the world DATA PROCESSING MACHINES 
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How to hire, handle and hold a good secretary 


(Continued from Page 43) 


“The whole organization” she de- 
clared, “is a mish-mash. My boss 
never needed a secretary; he needs 
a file clerk. On the other hand, two 
other men who don't have secre- 
taries load me up with work, and 
I'm torn all day trying ta decide 
what I’m supposed to do for whom. 
No one in authority seems to be 
able to tell me.” 

Another alumna of ours quit her 
job with a manufacturing company 
because, as a superior typist, she 
was asked to re-do all the messy 
letters of poor typists. “I’m being 
penalized for being better,” she 
complained. Here too, the office 
was too disorganized for anyone 
to step in and settle the situation. 

If you want a secretary to func- 
tion efficiently, you must provide 
an efficiently run office. 

® Discipline: As educators of 
what we hope are top-notch secre- 
taries, we are particularly plagued 
these days by the laxity of some 


Where 


they find 


their 















employers when it comes to disci- 
pline. A superbly-trained young 
secretary who dresses immacu- 
lately, speaks courteously and per- 
forms extra chores cheerfully, and 
who wouldn't dream of taking a 
minute more than her hour for 
lunch, suddenly comes upon a 
scene where her co-workers are 
breaking all the rules. It’s a rare 
girl who won't succumb to the 
temptation of a life of like ease. 

Good secretaries, for the sake of 
their professional futures, react 
favorably to the kind of office dis- 
cipline that keeps them on their 
toes. But, in all fairness, it should 
be required of everyone. 

= Other benefits: Tuition refund 
plans, saving or stock purchase 
plans, bonuses, and longer vaca- 
tions are all plusses (pension plans 
don’t mean much to young girls) 
that prevent a secretary from seek- 
ing greener pastures—but only if 
she’s already happy with her job. 






Advertising & 
public relations 


Publishing 


Banking, investments, 
brokerage, etc. 


Education, non-profit 
organizations 


Travel 
insurance 


Fashion, 
merchandising 


Law, medicine, 
other professions 


Manufacturing 


TV, radio, 
theater, etc. 





This brings us to that not-so- 
magic ingredient, the personal rela- 
tionship between boss and secre- 
tary, which is really the foundation 
on which her job is built. Since, 
ideally, the good secretary is dedi- 
cated to her boss’s advancement, 
what should he do to earn this 
devotion? 

We find that the “perfect boss” 
is not necessarily the “nicest” man 
in the office, so far as his superior, 
subordinates, customers, buyers— 
or even his wife—are concerned. 
He does, however, have the fol- 
lowing qualities to endear him to 
his secretary: 

1. He respects her personally 
and recognizes that she has a 
mind. He shows his confidence 
by assigning chores that she can 
handle (answering routine corres- 
pondence, handling calls and call- 
ers) and increasing the responsi- 
bilities as she masters each chal- 
lenge. Incidentally, he benefits 


BEGINNERS 
EXPERIENCED 




















5% 10% 15% 20% 25% 30% 35% 


This chart reflects a one-year analysis of job 
placements for Katharine Gibbs graduates. 
Note that advertising, publishing and manu- 
facturing attract more beginners (solid bars) 
than experienced secretaries (grey bars). 











309 Sussex Street « Harrison, New Jersey 


FREE clerks for other duties... . 
— obtain EXACT COST DATA 


with CALCULAGRAPH 


ME 


Now, automatically, you can have production records and exact 
cost data more accurately, more efficiently and more quickly 
when you include Calculagraphs in your time and cost system. 
You eliminate costly human errors because Calculagraph—and 
only Calculagraph—computes and prints ELAPSED TIME free. 
Look at these BIG CALCULAGRAPH advantages— 


e Will fit into your PRESENT SYSTEM without costly 
changes 


Uses any type of job card 

One machine can serve an entire department 

Is a self-contained unit—needs NO MASTER CLOCK 
Computes ELAPSED TIME to the minute or tenth of an hour 


You'll find that Calculagraph can save clerical time, reduce 
costs and give you necessary cost information faster and 
with 100% accuracy. Investigate Calculagraph NOW. 


Write for complete information today 
Agents in Principal Cities 


ALCULAGRAPH 
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MANUFACTURERS OF ELAPSED TIME COMPUTERS FOR OVER 65 YEARS 
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more than she does from this atti- 
tude. 

2. He goes to bat for her on 
matters of raises, equal rights with 
other secretaries, and any other 
reasonable matter in which she en- 
lists his support. 

3. He's honest in his criticism. 
When he cannot, or feels he should 
not support her, he says so, and 
why. The beginners particularly 
need counseling on the job, not 
from the personnel department, 
but from the boss. He should talk 
things over with her, pointing out 
ways by which she can grow on 
the job and thus be more helpful 
to him. 

4. He doesn't expect her to do 
his job for him. A fine secretary 
recently quit, announcing, “My 
boss detests his work, so he virtu- 
ally turned it over to me. I'm a 
secretary, not an executive, and | 
just couldn’t make the decisions or 
do the work for him.” 





“Good secretaries, for the 
sake of their professional 
futures, react favorably 
to the kind of office dis- 
cipline that keeps them 


on their toes.” 





5. He doesnt overwork her. 
Ironically, overwork is the occupa- 
tional hazard of the superior secre- 
tary. It’s easy for a boss to fall 
into a_ let-my-girl-do-it attitude 
when questions of extra work come 
up. Especially, if she cheerfully as- 
sumes such burdens, the employer 
may not recognize that inevitable 
last straw. 

And, finally, the astute executive 
recognizes that secretaries don't 
automatically have the kind of 
built-in motivation to be president 
that, presumably, every office boy 
nurtures. Perhaps, if only for self- 
interest, the man on his way up 
comes equipped with a certain 
kind of team spirit. 

In a secretary, the boss must in- 
spire her motivation to make him 
president—or a better one. m/m 
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This Reader Service Section is provided to help you obtain additional information 
on advertisements in this issue. Simply find the appropriate key numbers in the listing 
and circle the corresponding numbers on one of the cards bound facing this page. 


FREE READER SERVICE SECTION 
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Advertiser Page 
Acme Visible Records, Inc. ............. 75 
Agency: E. H. Brown Advertising 
All-Steel Equipment, Inc. ............... 33 
Agency: E. R. Hollingsworth & Associates 
Art Metal Construction Co. ............. 7 
Agency: Comstock & Co. 
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Agency: Kudner Agency, Inc. 
Baltimore Business Forms Co. ........... 29 
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Agency: Philip 1. Ross Co., Inc. 
a Eee ee eee 74 
Agency: Campbell-Ewald Co. 
Business Electronics, Inc. ............... 71 
Agency: Don L. Burgess Advertising 
Cee Gi 5i'n.6 Shek se heey > 82 
Agency: Reid, Decker and Stocki, Inc. 
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Agency: Webb Associates, Inc. 


Columbia Ribbon & Carbon Mfg. Co., Inc.. 15 
Agency: E. M. Freystadt Associates, Inc. 


Commonwealth of Pennsylvania ......... 22 
Agency: Kastor, Farrell, Chesley & Clifford, Inc. 
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Agency: Henri, Hurst & McDonald, Inc. 
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Agency: Allmayer, Fox & Reshkin Agency, Inc. 
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Allen B. Du Mont Laboratories, Inc. ...... 4 
Agency: Lescarboura Advertising, Inc. 
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Agency: Al Paul Lefton Co., Inc. 
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Agency: Philip I. Ross Co. 
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eo Fe ere sre re 59 
Agency: Hutchins Adv. Co., Inc. 
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Howe Folding Furniture, Inc. ............ 65 
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Agency: N. W. Ayer & Son, Inc. 

The Loameet Call... book oo cc owe 84/Cover Ill 
Agency: The Biddle Co. 

Marnay Sales & Mfg. Co. .............. 32 
I TE i conv 8h 25580 8s here ES 58 


Agency: Howard Wesson Co. 


83 





Dealers offering complete office planning 
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ALA. Birmingham—Office Outfitters 

Zac Smith Stationery Co. 
Dothan—Hudson Office Supply Co. 
Mobile—Walier Brothers, inc. 

ARIZ. Phoenix—PBSW Sup. & Equip. 
Tucson—Howard & Stofft 

ARK. Little Rock—Parkin Prtg. & Stat. 
Paragould—tTrice Brothers, Inc. 

CALIF. Anaheim—Anaheim Off. Equip. 
Bakersfield—Valiey Office Supply 
Fresno—Healey & Popovich 
Glendale—Hopper'’s Office Furniture 
Hollywood—Hollywd Off. App. & Furn. 
Los Angeles—Pacific Desk 
Sacramento—Capita!l Office Equip. 
San Bernardino—Stockwell & Binney 
San Diego—Austin Safe & Desk Co. 
San Francisco—Beier & Gunderson 
San Jose—Kennedy Bus. Mach. 
Santa Barbara—Ebersole Off. Mach. 

COLO. Denver—W. H. Kistler Stat. 

CONN. Hartford—Barney’s of Hartford 
New Haven—Joseph F. Yates, Inc. 

DELA. Wilmington—Matthews Bros. 

FLA. Bradenton— Bradenton Off. Equip. 
Fort Lauderdale—Dean's 

Thompson Office Equip. Co. 
Jacksonville—Office Equip. & Sup. 
Miami—Blank, inc. 

Orlando—George Stuart, Inc. 
Pensacola—Pensacola Office Equip. 
Pompano Beach—Raymond H. Kohl 
Sarasota—Williams Co. 
Tallahassee—Commercial Off. Sup. 
West Palm Beach—Tucker & Johnson 

GA. Atianta—Ball-Stalker 

Office Supply Company 
Savannah—Kennickell Prtg. Co. 
Thomasville—The Book Store 

IDAHO Boise—Syms-York Co. 

ILL. Chicago—Horder's, Inc. 

Andersen, Riley & Sava 

Marshall Field & Co. 

Mead & Wheeler Co. 

Monroe Furniture Co. 
Decatur—Haines & €ssick Co. 
Edwardsville—E. J. Shepherd 
Forest Park—Olsen’s Office Sup 
Kankakee—Byron Johnson 
Moline—Carlson Bros. Inc. 
Peoria—Business Equipment Co. 
Quincy—Dunlap Typewriter Co. 
Rockford—McFarland Office Equip. 
Springfield—Jefferson Stationers 
Zion—Burgess, Anderson & Tate 

IND. Ft. Wayne—tLewis & Christen 

O'Reilly Office Supply 
indianapolis—Wm. 8B. Burford Prtg. 
South Bend—Business Systems 

1OWA Cedar Rapids—Morris Sanford 
Council Bluffs—Emarines 
Des Moines—Storey-Kenworthy Co. 
Dubuque—C. F. Cody Company 
Marshalitown—Marshall Off. Sup. 
Mason City—Yelland & Hanes 
Muscatine—Leu Typewriter 
Newton—Newton Office Supply Co. 
Sioux City—Sioux City Stationery 
Spencer—Bergstrom Office Supply 
Waterloo—atta’s, Inc. 

KAN. Hutchinson—Roberts Prtg. 
Salina—Consolidated Prtg. & Stat. 
Topeka—Thacher, Inc. 
Wichita—Bauman Office Equip. Co. 

KY. Lexington—tTransylvania Prtg. 
Louisville—O'Connor & Raque 

LA. Alexandria—Garrett Off. Sup. 
Baton Rouge—Louisiana Off. Sup. 
Crowley—Geo. W. Rollosson & Son 
Lafayette—General Office Supply 
Lake Charles—Lake Charlies Off. Sup. 
Monroe—Standard Office Supply Co. 
New Orleans—). D. LeBlanc, Inc. 
Shreveport—Castle Printing Co. 

ME. Bangor—Bangor Office Supply 
Portiand—F. 0. Bailey Co., Inc. 

MD. Baltimore—American Off. Equip 

Modern Stationery Co. 
Salisbury—White & Leonard 

MASS. Boston—L. E. Muran 

L. J. Peabody Office Furn. Co. 
Framingham—uH. M. Nichols & Co. 
Worcester—Palley Office Supply Co. 

MICH. Battie Creek—Wellever Bus. Sys. 
Detroit—). L. Hudson Co. 
Kalamazoo—Dykema Office Supply 
Midland—The McKay Press 
Pontiac—General Prtg. & Off. Sup. 
Sault Ste. Marie—Sault News Prtg. 

MINN. Faribault—The Beltz Co. 
Minneapolis—Miller-Davis Co. 

A. Moorman & Co. 

New Ulm—Kemske Paper Co. 
Owatonna—Journal-Chronicle 
Rochester—Whiting Stationers, Inc. 
St. Paul—McClain & Hedman Co. 

MISS. Greenville—Democrat Prtg. 
Greenwood—Fisher Stationery Co. 
Hattiesburg—Standard Off. Sup. 
Jackson—Mississippi Stationery Co. 

MO. Columbia—Central Office Equip. 
Joplin—Joplin Printing Co. 

Kansas City—Duff & Repp 

Poplar Bluff—Poplar Bluff Printing 
St. Joseph—Brown Transfer & Stor. 
St. Louis—Lammert Furniture Co. 
Sikeston—Scott Office Equipment 
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of Burlington, Iowa 


Springfield—Eikins-Swyers Co. 

MONT. Billings—Gazette Printing 
Great Falis—tTribune Printing & Sup. 

NEB. Hastings—Hastings Typewriter 
Lincoln—Latsch Brothers 
Omaha—Orchard & Wilhelm Co. 

N. J. Elizabeth—Bus. Furniture 
Newark—Max Blau & Sons 

Herbert L. Farkas Company 
Trenton—Palmer, Trout & Co. 

N. M. Albuquerque—Strong’s Off. Supp. 

N. Y. Buffalo—Hoelscher Stat. 

Garden City—J. S. McHugh, Inc. 

Mineola, L. 1.—OD. Waldner Co. 

New York City—A. Blank Co. 

Business Equipment Sales Co. 
Clark & Gibby, Inc. 

Commerce Desk Co. 

Driver Desk Company 

Chas. J. Lane Company 
Metwood Office Equipment Corp. 
Pearl Desk Co. 

Regan Office Furniture Co. 

A. Pearson's Sons, Inc. 
Westcort Company 

Niagara Falls—George H. Courter 

Olean—Standard Equipment Co. 

Rochester—Heinrich-Seibold Stat. 

Syracuse—). Hillsberg Safe Co. 

Utica—Genesee Office Equip. Co. 

. C. Charlotte—Pound & Moore Co 

Fayetteville—Fayetteville Off. 

Greensboro—Kinney-Keesee Sup. 

New Bern—Owen G. Dunn Co. 

Raleigh—Capitol Printing Co. 
Edwards & Broughton Co. 

N. D. Bismarck—Gaffaney & Shipley 
Fargo—Gaffaney’s Office Specialty 
Grand Forks—Gaffaney's Off. Spec. 
Minot—Gaffaney’s Minot Stationery 
Wahpeton—Globe-Gazette Prtg. Co. 

OHIO Akron—Summerville’s 
Canton—Office Equipment Co. 
Cincinnati—Globe Office Equipment 
Cleveland—Randolph Desk Co. 
Columbus—F. J. Heer Printing Co. 
Dayton—Archie Sherer Co. 
Elyria—torain County Stationers 
Findlay—tvans Typewriter Co. 
Toledo—Newel! B. Newton Co. 

mae: -* ~_y lice Off. & Bank 

up 
Reriiocettte—Sartiesvilie Stationery 
Lawton—Southwestern Stat. & Bank 


Sup. 
Oklahoma City—House of Wren 
Southwestern Stat. & Bank Sup. 
Ponca City—S'western Stat. & Bank 
Tulsa—Scott-Rice Company 
Tulsa Stationery Co. 
ORE. Eugene—Koke-Chapman 
Portiand—Kubli-Howell Co. 

PA. Allentown—Royal H. Eckert 
Easton—Stotz Office Equip. Co. 
Erie—Rider Office Equip. & Sup 
Gettysburg—Gettysburg Furn. 
Harrisburg—Cole & Company 
Kittanning—tTri-County Typewriter 
New Castle—Castle Stationery Co 
Norristown—D. M. Feidman, Inc. 
Philadelphia—A. Pomerantz & Co. 
Pittsburgh—General Office Equip. 
York—H. G. Bancroft 
. |. Providence—Providence Paper 

. D. Rapid City—Western Stationers 
Sioux Falls—Midwest Beach 

S. C. Columbia—A. Hines McWaters 
TENN. Chattanooga—Office Equip. 

Memphis—S. C. Toof Company 
Nashville—Hessey Prtg. & Stat. 
TEX. Abilene—Abilene Prtg. & Sta. 
Amarillo—S'western Stat. & Bank 
Supply 
Austin—The Steck Company 
Beaumont—E. Szafir & Son Co. 
Corpus Christi—John H. Yochem Co. 
Dallas—Clarke & Courts 
El Paso—Norton Brothers 
Fort Worth—Stafford-Lowdon Co. 
Houston—Clarke & Courts 
Lubbock—The Baker Company 
San Antonio—Maverick-Clarke Litho 
Tyler—Hixson & Ellis 
Story-Wright Company 
Waco—Hill Prtg. & Stationery Co 
Wichita Falls—Buchanan Stationery 
UTAH Ogden—Weber Office Supply 
Salt Lake City—Utah-Idaho Schl. Sup. 
WASH. Seattle—Bank & Off. Equip. 
Spokane—McMullen Off. Equip. 
Tacoma—Puget Sound Office Equip. 
W. V. Charleston—S. Spencer Moore 
Huntington—Standard Prtg. & Pub. 
WIS. Appleton—Syivester & Nielsen 
Green Bay—Stuebe Binding & Prtg. 
LaCrosse—Swartz Office Supply Co. 
Madison—Frautschi's, Inc. 
Milwaukee—S. J. Olsen Co. 
Oshkosh—Scharpf's, inc. 
Sheboygan—Office Supply & Prtg. 
Wausau—tLippin Office Supply 

WYO. Casper—Prairie Publishing 
WASH., D. C. Chas. G. Stott & Co. 
CAN. Calgary, Alberta—Northwest 

Whole. Furniture 
Vancouver—Brownlee Off. Outfit. 
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Advertiser Page 
Minneapolis-Honeywell Regulator Co., 
DATAmatic Division ............--. ee 
Agency: Batten, Barton, Durstine & Osborn, Inc. 
er ie 67 
Agency: Howland Advertising 
Monroe Calculating Machine Co. ........ 80 
Agency: L. H. Hartman Co., Inc. 
Moore Business Forms, Inc. ...........-. 10 
Agency: N. W. Ayer & Son, Inc. 
McGraw-Edison Co., Voicewriter Div. ..... 61 
Agency: J. Walter Thompson Co. 
National Cash Register Co. 
Agency: McCann-Erickson, Inc. 
Cee BRD Be occ vecscevs. 6 
Paper Div. ...ccccccccccsesceeccees 76 
North American Van Lines, Inc. ....... 56-57 
Agency: Applegate Advertising 
Oxford Filing Supply Co. .............. 69 
Agency: Kelly, Nason, Inc. 
Peirce Dictation Systems ............... 77 
Agency: O’Grady-Anderson-Gray, Inc. 
Pitney-Bowes, Inc. 
Agency: L. E. McGivena & Co., Inc. 
WE ME no ened pace scinvevens 58 
ee Se ee ee eC eee 17 
Royal Metal Mfg. Co. ............-. Cover Il 
Agency: William Hart Adler, Inc. 
Seminole County, Florida—Chamber of 
EE rea CEN Vesa ee Ve oes anus 64 
Agency: Robert Hammond Advertising 
ree ee ee 23 
Agency: J. Walter Thompson Co. 
The Standard Register Co. .............. 1 
Agency: Don Kemper Co., In 
eee 72 
Agency: Gibson-Erlander, Inc. 
St. Petersburg, Fla., Chamber of Commerce 5 
Agency: Alfred L. Lino & Associates 
Stromberg-Carlson Co. ............-+5- 18 
Agency: The Rumrill Co., Inc. 
Stromberg Time Corp. ............-+--+ 78 
Agency: G. F. Sweet & Co., Inc. 
The Sturgis Posture Chair Co. ........... 77 
Agency: Blaco Advertising 
Surco International Corp. ........... ; 32 
Agency: McRae & Bealer, Inc. 
Trenveletier COrB. occ ccc cc ccc sccccees 70 
Agency: Van Lear Woodward Associates 
United States Rubber Co. .............. 26 
Agency: Fletcher D. Richards, Inc. 
ee | eer 22 
Agency: Kelly, Zahrndt & Kelly, Inc. 
Vari-Typer Corp. .....---seeeee eee eee’s 60 
Agency: Bruce Angus Advertising 
MMIII, Go acces ccc sscceceene 66 
Agency: Sutherland-Abbott Advertising 
Visa-Shelf File, Inc. ......... areas 71 
Agency: Ritter, Sanford & Price, Inc. 
West Penn Electric System ............--+ 19 
Agency: Albert Frank-Guenther Law, Inc. 
Wilson Jones Company .............--- 13 
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MM’'s FREE READER SERVICE 


For more information on any advertisement or keyed edi- 
torial item, simply fill out the card below, circle the appro- 
priate key numbers, detach, and mail. We pay the postage. 
Advertisers’ key numbers are listed in Reader Service 
Section. Key numbers for editorial items may be found 
accompanying those items. 


AY 500 501 502 503 504 505 506 507 508 509 510 
511 512 513 514 515 516 517 518 519 520 521 
522 523 524 525 526 527 528 529 530 531 532 
533 534 535 536 537 538 539 540 541 542 543 
544 545 546 547 548 549 550 55) 552 553 554 
555 556 557 558 559 560 561 562 563 564 565 
566 567 568 569 570 571 572 573 574 575 576 
577 578 579 580 581 582 583 584 585 586 587 
588 589 590 591 592 593 594 595 596 597 598 
599 600 601 602 603 604 605 606 607 608 609 
610 611 612 613 614 615 616 617 618 619 620 
621 622 623 624 625 626 627 628 629 630 631 
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Number of employees in firm ..........0cceeceecececcess 
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O Send Management Methods for one year at $5.00 
O Bill me O Bill company 











MM's FREE READER SERVICE 


For more information on any advertisement or keyed edi- 
torial item, simply fill out the card below, circle the appro- 
priate key numbers, detach, and mail. We pay the postage 
Advertisers key numbers are listed in Reader Service 
Section. Key numbers for editorial items may be found 


accompanying those items. 


MAY 500 501 502 503 504 505 506 507 508 509 510 
511 512 513 514 515 516 517 518 519 520 521 
522 523 524 525 526 527 528 529 530 531 532 
533 534 535 536 537 538 539 540 541 542 543 
544 545 546 547 548 549 550 551 552 553 554 
555 556 557 558 559 560 56) 562 563 564 565 
566 567 568 569 570 571 572 573 574 575 576 
577 578 579 580 581 582 583 584 585 586 587 
588 589 590 591 592 593 594 595 596 597 598 
599 600 601 602 603 604 605 606 607 608 609 
610 611 612 613 614 615 616 617 618 619 620 
621 622 623 624 625 626 627 628 629 630 631 
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O Send Management Methods for one year at $5.00 
O Bill me O Bill company 
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That Leopold Black Walnut “Magic”! 


Even in a cool, restful co/or setting, the genuine warmth of Leopold office 
furniture creates a charm all its own. Dollar for dollar and inch for inch, 
Leopold is the standout value on the market. But not at any price could 
you get in any other way the warm feeling of success that comes 
from caretully fashioned American Black Wa/nut by Leopold. 


Pays for itse/f in increased efficiency—quickly. 


For complete office planning, see your nearest dealer—listed on the facing page 


me iby 
: of Burlington, Iowa 


CRAFTED IN THE HEART OF THE BLACK WALNUT REGION 





(For more information, see page 83) 



















TAEY GO TOGETHER 
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...timeless classics that 
STRIKE A NEW NOTE 
in Business Comfort and Decor 





Enduring American Classics . . . in the tradition 
of Cramer style leadership. Designed to harmonize 
with each other and with steel or wood desks. 
Over 100 different colors and combinations 

in quality fabrics, including Naugahyde. 

Write for descriptive literature and name 

of nearest dealer. 
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STANDARD OF THE 
OFFICE SET 










Cramer Posture Chair Company, Inc. 
Dept. U 625 Adams St., Kansas City, Kans 





(For more information, see page 83) 


